Advertising Age ; 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, Ill., under the act of March 3, 1879. Copyright, 1957, by Advertising Publications, Inc. 


Holdover Billing 
May Rescue Orr 


Air Express Account 
Shifts to Adams Shop, 
but Fuller Brush Stays 


New York, June 14—The key to 
whether—or how long—Robert W. 
Orr & Associates will continue in 
business is probably in the hands 
of the Andrew Jergens Co. 

Although the $4,000,000 account, 
backbone of the $6,000,000 agency, 
is definitely departing (AA, June 
10), the cut-off date may play a 
decisive role in determining 
whether or not the agency can re- 
cover from the blow enough to 
keep going. 

Mr. Orr told ADVERTISING AGE 
today that the agency would be 
billing for Jergens through its 
fiscal year, which ends Nov. 30. 
There was no indication how much 
money is involved, but the agency 
is believed to be committed for 
$1,500,000 on Jergens between now 
and that date. 

The problem then _ revolves 
around whether the agency’s re- 
maining accounts will stick and 
whether any new business can be 
added. 


This week was far from fortu-| 


itous, as the agency lost the $500,- 
000 account of Railway Express 
Agency’s air express division to 
Burke Dowling Adams Inc. 


s Agency executives, including 
Bob Orr, were busy visiting Jer- 
gens, Pan-American Coffee Bu- 
reau, Cinzano, Fuller Brush Co. 
and possibly others. The Na- 
tional Guard, expecting a visit next 


(Continued on Page 8) 


Nine Philadelphia 
Stations, Association 
Get Anti-Trust Fines 


PHILADELPHIA, June 13—U. S. 
District Court Judge Allan K. 
Grim today fined the Philadelphia 
Radio & Television Broadcasters 
Assn. $5,000 for violating the Sher- 
man Act. 

At the same time nine Philadel- 
phia stations were fined $1,000 
each. Charges against nine of their 
officers named in the original in- 
dictment of June, 1956, were dis- 
missed. 

The association pleaded guilty, 
but the stations pleaded no defense 
last September. All had entered 
not guilty pleas. 

The decision followed more than 
a week of confusion, with reports 
out of Washington indicating the 
association and the stations were | 
asking for a “deal” which the Jus- 
tice Department had turned down. 
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nce saunes oncenennevecrne UJ ntegrove Heads Humphrey Agency; 


GD APPLIANCES 


General Telephone Will 
Name Agency in 2 Weeks; 
Denies Holcomb Has It 


New York, June 13—Charles A. 
| Holcomb’s resignation as president 
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which Mr. Holcomb was account 


Let Public Judge 
Pay TV in Tests, 


NO SALE—This ad, says Masters 
Mail Order Co. of Washington, was 
| turned down by New York dailies. 


‘Holcomb, Telephone Account Depart 


supervisor. Deane Uptegrove, exec 
vp of the agency, has been named 
to succeed Mr. Holcomb as manag- 

er of its New York office. 
Both Richard S. Humphrey Sr., 
board chairman 


of the agency, 
and Donald C. 
Power, General 
Telephone’s pres- 
ident, said Mr. 
Holcomb did not 
have the account 
“in pocket,” but 
it is widely felt 
that Mr. Holcomb 
would follow the 
account to its 
new agency. 

Mr. Humphrey said the account, 
which is currently billing in excess 


| 


| 
| 


Deane Uptegrove 


The department had then an-| The discount house discounts the 
nounced that there would be a| "ewspapers’ explanations of why 
|hearing last Monday, but nothing | they refused the ad. 


ewe ia ae be 
‘ ti ) Pe ili | V 
alks continu owever N. \ & Dailies, 
Station Refused 


® In recommending dismissal of 


the charges against the individuals 


tween Judge Grim, William L. Ma- 
her, chief trial counsel of the 
| Philadelphia office of the Depart- 
ment of Justice’s anti-trust divi- 
sion, and attorneys for the stations. 
Ad, Masters Says 

and fines for the corporations and | 
association, Mr. Maher stated: “It; New York, June 14—Masters 
{the prosecution] was not brought | Mail Order Co. of Washington has | 
_to impair, prejudice or reflect un- |charged all seven New York dai-| 
| favorably upon the qualifications | lies and one television station) 
of any of the corporate defendants | With refusing to run its full-page 
| as licensees of the FCC in the field |84 offering fair traded General 
‘of broadcasting. |Electric appliances at discount 


| “We have no evidence in this | Prices. % 
The ad was originally scheduled 


| Broadcasters 


of $1,000,000 annually, was leaving 
the shop because General Tele- 
phone was looking for an agency 


Craven Urges 


But NARTB’s Fellows Asks with offices located closest to the 

- largest units of the telephone com- 
Congress to Stop Tests; pany—in Chicago and Southern 
Lauds Sen. Thurmond California. 


Ocean City, Mp., June 14—A|\8 ADVERTISING AGE reached 
member of the Federal Com-| George P. Norton, General Tele- 
munications Commission took the| phone’s director of public relations, 
position today that the only way to|in Chicago yesterday. He said five 
determine whether subscription| agencies are being considered for 
television is a step forward is to|the account, but he would not 
give the public a chance to express| name them. 
its preference on the basis of General Telephone’s largest 
field tests. affiliates are the recently-acquired 

In one of the most outspoken| Automatic Electric Co., Chicago, 
personal statements yet made by|and the General Telephone Co., 
any of the commission’s seven|Long Beach. It also operates a 
members, Commissioner T. A. M.| directory company in Chicago. 
Craven told the Maryland-D. C.| What makes General Telephone 
Assn. here thatja considerably more attractive 
broadcasters who want FCC to/|plum at present is the fact that the 


case that the defendants have | 
| (Continued on Page 8) 


Ad Business to Hit $10.5 Billion 


| 


Level This Year, Ganger Tells AFA 


Advertising Is Major 
Corporate Investment, 
53rd Annual Confab Told 


Miami Beacu, June 13—Adver- 
tising, a $10 billion business last 
year, will probably bill half a bil- 
lion more this year, Robert M. 
Ganger, chairman, D’Arcy Adver- 
tising Co., New York, told the 
Advertising Federation of Amer- 
ica’s 53rd annual convention here 
this week. 

“Today we know advertising 
represents a major corporate in- 
vestment, and in many cases it’s 
larger than corporate earnings 


get more dollars of sales out of | 
pennies invested in advertising.” | 
He said that up to the present | 
the primary role of advertising | 
has been to move merchandise at | 
a profit. 
| “That,” he continued, “will al- 
ways be our primary function. 
However, from now on our biggest 
challenge, in my opinion, will be | 
to find ways to improve constantly | 
\the dollar return on our ever-| 
/mounting advertising investment.” | 
| | 
. The hit-’em-over-the-head ad- | 
| vertising technique may have been | 
|good back in the days of the de- 
|pression, but times have changed, 


une, News and Post, and was re-|tion tv are in the same position 
jected by them on June 12, the| stagecoach operators were in when 
day before it was to run. It was| they called on Congress to prevent 
then offered to the Journal-Amer-|the development of railroads. 
ican, Mirror and the World Tele-| “Where would this nation be 
gram & Sun and was again re-| today if we had heeded these pro- 
jected. tests?” he asked. 
It was also offered to the Times, 
which for years has declined to|® Commissioner Craven said 
run Masters discount advertising,| broadcasters who say the public 
and to the Newark Star-Ledger.| will reject subscription tv may be 
Both said they could not run the | underestimating the lesson to be 
(Continued on Page 91) | (Continued on Page 91) 


Last Minute News Flashes 


Needham, Louis Gets Massey-Harris-Ferguson 

Cuicaco, June 14—Needham, Louis & Brorby has been appointed to 
handle all U. S. advertising for Massey-Harris-Ferguson, Racine farm 
equipment manufacturer, replacing Klau-Van Pietersom-Dunlap, Mil- 
waukee, and Fuller & Smith & Ross, Cleveland. 


General Foods Tests, Markets Two New Products 


New York, June 14—General Foods Corp. is testing one new product 
and introducing another on a regional basis. GF is currently testing 


after taxes,” Mr. Ganger told the | William D. Tyler, vp, Leo Burnett Lady LaFrance, a liquid detergent for hand laundry, in Cleveland and 


group. 
Pointing out that most corporate 
sales are at or near an alltime high, 


Co., Chicago, told the AFA con-| 
ventioneers. 
“These hard-working ads said 


Youngstown. Local newspapers are being used. In Philadelphia, GF is 
introducing its new Dream Whip, a whip cream topping powder, which 
was tested in Cincinnati over the past few months, and which will be 


|in three papers, the Herald-Trib- | prevent development of subscrip-|company is considering consoli- 


Despite Protests 
NIAA Proceeds 


With Data File 


NIAA Chairman Reid 
Hits ‘Obvious Selfish 
Reasons’ of Some Critics 


New York, June 12—National 
Industrial Advertisers Assn. is go- 
jing ahead with publication of its 
controversial media-data file. 

NIAA members listened to im- 
passioned protests by publishers 
opposed to the association going 
into the publishing business, and 
| to equally fervent pleas by some of 
| its own members who stressed that 
|publication of the media-data file 
| will provide advertisers and agen- 
cies with necessary and economical 


; ; , bi - : information not available else- 
he said corporate net profits have |everything kind about the product | moved into other markets this summer. Young & Rubicam is handling | where. 
declined from 14.4% of net sales|that it was possible to say by | >oth products. 


in 1948 to about 9.6% currently. 


s “Therefore,” he said, “it seems 


yelling, shouting, screaming and 
hollering. 


“This school used the headline | 


Schenley Shifts Seager Account to McCann 


Lonpon, June 14—Schenley Industries, which recently acquired con- 


obvious that from here on out we/|and the picture, not to sell the | trol of Seager, Evans & Co., British distiller (Long John scotch, Seager’s 


must increasingly share with cli- 
ent management the full respon- 
sibility for this major investment 
in advertising. We must take it 
as our personal responsibility to 


product, but to attract a crowd. As 
long as it was attention-getting, it 
was good. The thesis was that you 
dragged them in with your side- 
(Continued on Page 87) 


gin, Seager’s egg flip, Seagavin and Australian cream sherry), has ap- 
pointed McCann-Erickson Advertising here to handle all of its adver- 
tising in Britain. Osborne-Peacock is the previous agency for Seager. 
Evans. McCann is Schenley’s international agency. 


(Additional News Flashes on Page 91) 


No official vote was taken. The 
|members listened and talked but 
took no action. The official action 
was taken by the NIAA board, 
|which passed a resolution June 9, 
the day before the membership 
|meeting, declaring the media-file 
“represents a needed and useful 
service to its members—advertis- 

(Continued on Page 90) 
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Bribes, Secret Deals Flourish in 
Grocery Field, Says NARGUS Lawyer 


Robinson-Patman Nears 
Relic Status, He Says; 
FTC’s Gwynne Agrees 


CHIcaGco, June 13—Henry J. 
Bison Jr., associate general counsel 
of the National Assn. of Retail 
Grocers, today charged that fed-| 
eral regulation over unfair and| 


there are more secret rebates, 
bribes, 
legitimate payments in the indus- 
try than ever before, at least in 
recent history. 

“It has now reached the point 
where payments of this kind have 
become so common that they are 
no longer considered to be improp- 
er by a growing number of indus- 


handouts and similar il-| 


discriminatory practices in the|'Ty members. If discriminatory 


food distribution industry is break- | practices are permitted to thrive 
ing down almost completely. | and flourish they will inevitably 


Mr. Bison made his charge in a| become the accepted way of doing | 


talk at the 58th annual convention | ‘things, and will drive honest and 


or 


ot NARGUS. Earlier in the week, | fair practices out of the market.” 


John W. Gwynne, chairman of the 
Federal Trade Commission, warned 
that the growing practice of al- 
lowing illegal discounts and hand- 
outs in the food field could lead 
to disaster. 

“Enforcement as well as observ- 
ance of the Robinson-Patman Act 
have not disappeared entirely,” 
Mr. Bison said, “but neither comes 
near the level of action required 
to meet the growing crisis in the 
industry. Another year of the 
present trend will render the 
Robinson-Patman Act a lifeless 
relic of the past in the food distri- 
bution industry. 


s “Those who have observed the 
situation closely over the past 12 
months will certainly agree that 


RCA Likes Its 
Milwaukee Test, 
Will Extend It 


Multi-Faceted Drive 
Sold 530 Color Sets in 
5 Weeks in Cream City 


MILWAUKEE, June 12—Encour- 
aged by results of a five-week 
Milwaukee color tv carnival, Ra- 
dio Corp. of America executives 
plan to use similar drives on a 
smaller scale in 16 markets this 
summer before extending the ef- 
fort to nationwide scope this fall. 

Martin F. Bennett, New York, vp 
for merchandising for RCA, said 
the Milwaukee promotion experi- 
ment has proved conclusively that 


At the same time that he was 
(Continued on Page 56) 


Arrested in N. Y., 
Harrison to Fight 
Extradition to L. A. 


New York, June 12—Robert 
Harrison, publisher of Confiden- 
tial, yesterday was arrested here at 
the request of Los Angeles author- 
ities on charges of violating Cali- 
fornia laws. Held with the publish- 
er were five associates. 

The six have been indicted in 
Los Angeles for alleged violation 
of the penal law on criminal libel 
and obscene writing. They surren- 
dered to the district attorney yes- 
terday morning. 

Arrested with Mr. Harrison were 
A. P. Govoni, editor; Daniel C. 
Studin, circulation manager; Mrs. 
Helen H. Studin, executive secre- 
tary; Mrs. Edith Tobias, secretary 
to the publisher, and Michael To- 
bias, her son, who worked as a re- 
searcher. The two women are sis- 
ters of Mr. Harrison. 


= The attorney for the six, Jacob 
J. Rosenblum, said they would 
fight to prevent extradition to Cal- 
ifornia, where they also are 
charged with violation of the state 
business and professional code cov- 
ering advertising treatment of ve- 
nereal disease and advertising 
medications and services to induce 
abortions and miscarriages. 

On June 6, the U. S. district 
court in Chicago acquitted Confi- 
dential of charges that it violated 
postal laws by publishing an arti- 
cle on abortion (AA, June 10). # 


Starting this Monday | 


“ af your : 

\ Rea VICTOR | 

' } Dealer 
Milwankee's 
Celer TV | 
Carnival 


CARNIVAL—A clown-face gave the 
answer to a teaser campaign pre- 


ceding RCA’s Milwaukee promo-| 


tion. 


the public is ready to buy color tv 
sets now in large volume. 

RCA officials have not said 
which markets they have in mind 
for this summer’s promotion. 

The Milwaukee promotion 
brought an increase of “almost 

(Continued on Page 89) 


Katz Names Pearson 
to Aid Stations in 


" Radio Programming 


New York, June 14—The Katz 


= | Agency has added program consul- 
= | tation to the services it provides 


|for the 40 radio stations it repre- 
| sents, 

The representative has named 
John Pearson, formerly program 
manager of WHB, Kansas City, 


ALARKA 


WORLD'S FINEST viROIN VACATION LAND 


Advertising Age, June 17, 1957 


Alaska Government, Crowell-Collier 

Travel Group Join : 

in Print Campaign Reports 56 Loss 
of $4,427,943 


SEATTLE, June 11—Travel in Ala- 
ska is getting a record promotion 
this year, with funds provided 

Gains by Other Units 
Partly Offset Magazine 
Loss of $9,596,368 


jointly by business interests and 
the territorial government. 
New York, June 12—The maga- 


“Discover Alaska, world’s finest 
virgin vacation land,” is the appeal 
headlined in one series of magazine 
advertisements. 

The promotion bears the signa- 


ture of Alaska Visitors Assn., 
which has offices at Juneau and 
Anchorage. The account is handled 
by West-Marquis, Seattle. 

- This year’s effort opened with 
space in Holiday, National Geo- 
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VIRGIN VACATION LAND—This ad for 
Alaska Visitors Assn. appeared in 
Sunset Magazine. West-Marquis, 
Seattle, is the agency for the drive, 
which is financed in part by the 
Alaskan government. 


ABC Radio Names 
Harrison, Plans 


More Live Shows 


New York, June 12—Robert 
Eastman, new president of ABC 
Radio, is bringing over one of his 
former John Blair & Co. associates 
to fill the key post of vp in charge 
of sales for the network, which 
now identifies itself on the air as 
the American Broadcasting net- 
work. Formerly the identification 
was the ABC Radio network. 

Thomas C. Harrison has resigned 
as head of the St. Louis office of 
the Blair representation company 
to take the network sales assign- 
ment. He replaces George Com- 
tois, who resigned. 

Mr. Eastman was exec vp of 
Blair before he took over as top 
radio executive at ABC a few 


weeks ago. Blair has not an- 
nounced Mr. Harrison’s replace- 
ment yet. 


This is the second major ap- 
pointment made by Mr. Eastman 
since he joined American. The 
first, however—that of William S. 
Morgan Jr. as programming vp— 
was rescinded this week because, 
ABC said, “certain unforeseen 
developments made it impractical 
from the point of view of both 


returning to KLIF, Dallas, where 
he was vp and general manager at 
the time ABC beckoned. 


gramming spot and other key ex- 


Mo., to handle this “trouble shoot- | ecutives at the network is expected 


ing” assignment. 


Katz, which also represents 40 | 


soon. 
Meanwhile, Mr. Eastman has 


|parties.” Instead, Mr. Morgan is| 


. | 
# An announcement on this pro-| 


graphic and Sunset Magazine, gen- 
erally half pages in two colors, plus 
Astra Travel News. It was followed 
with a series of repeated small- 
space newspaper ads in 24 dailies 
in California, Texas, the Midwest 
and New York. This fall will bring 
a limited campaign in National 
Geographic and Sunset. 

Heavy use also is made of direct 
mail folders and of publicity, han- 
dled by Kay Kennedy. News and 
feature pictures are mailed to 
travel editors of newspapers and 
magazines throughout the U.S. 


= Coupons requesting travel fold- 
ers are screened by the association 
and the names are made available 
to members for follow-up. 

Funds for the 1957-59 biennium 
are advanced on the basis of $55,- 
000 from Alaska Visitors Assn. to 
cover salaries and administrative 
expenses, and $110,000 on a two-to- 
one matching basis from the ter- 
/ritorial government for advertising 
and publicity. + 


‘Parbleu! 

New York, June 12—“If you 
love life, you’ll love France.” 

So say the ads of the French 
Government Tourist Office, which 
| this week was weighing the merits 
of six finalist agencies competing 
for the account. 

One of the prime selection cri- 
teria is supposed to be an agency’s 
\“love” for France, but there 
| were widespread rumblings among 
agency men here that the decision 
would be made on some kind of 
“political grounds.” 

Reported to be in the final run- 
|ning were Dowd, Redfield & John- 
|stone, Wesley Associates, Mann- 
| Ellis, Grey Advertising and several 


zine division of the Crowell-Collier 
Publishing Co.—which last year 
killed American, Collier’s and 
Woman’s Home Companion—suf- 
fered a loss of $9,596,368 in 1956. 

The figure was disclosed in the 
company’s annual report, which 
stated that the magazine division 
lost $7,990,376 on sales of $49,710,- 
342. Special charges connected 
largely with the suspension of the 
magazines added a loss of $1,605,- 
992. 

With sales totaling $76,116,054, 
Crowell-Collier sustained a net loss 
of $4,427,943 for the year ended 
last Dec. 31. The figure included 
charges for special items. 


s Losses were partially offset by a 
consolidated profit of $5,168,426, on 
sales amounting to $26,405,712, re- 
ported by other subsidiaries. These 
were the P. F. Collier & Son Corp., 
which sells encyclopedias and other 
books; KWFB, Los Angeles, and 
C-C Clubs Inc., a record club. 

P. F. Collier had sales of $23,- 
969,000, but the report gave no 
earnings figure for this subsidiary 
except to say it was the big 
money-maker in 1956. The radio 
| station—acquired in October, 1956, 
| (Continued on Page 89) 


Six Francophiliac Agencies Still 
Wooing $300,000 French Tourisme Account 


agencies willing to resign competi- 
tive accounts. 


® Since the announcement by Ben- 
ton & Bowles that it was resigning 
the account, the French tourist 
office here has been inundated by 
applications from France-loving 
agencies. 

Norman Reader, director of pub- 
lic information, said, “You never 
saw such affection for France.” He 
vehemently denied that there were 
any political angles to the agency 
selection. 

42 agencies put in opening bids 
for the account. Each was given 
a detailed outline of the “primary 
abilities, services and levels of ex- 
perience” expected by the pros- 
|pective client. 

This outline stated that the 
“commissionable annual advertis- 
ing budget, including production 
costs, is between $250,000 and 
$300,000.” 

The criteria were listed as fol- 
lows: 


standing of the French Govern- 


| 
| e “A basic knowledge and under- 
(Continued on Page 60) 


tv stations, does not plan to hire|made it very clear as to what 
a television counterpart to Mr.|direction he intends to move in. 
|Pearson at this time. Eugene Katz, | His objective is a shorter network 
president of the company, said the | broadcast day of about nine hours 
service was being provided to radio| featuring “live talent” personali- 
Record shows covering the 


Grocery Ad Manager 
Finds 10 Pluses, 5 
Drawbacks in Radio 


; | ti 
|operators because of the increased ties. 


}emphasis on local programming. 
|Most television stations, on the 
jother hand, have relatively little 
| time to program locally, he added. 
| Mr. Pearson, who is an expe- 
rienced radio performer as well as 
|an executive, will visit all the Katz 


| stations from time to time to con- 


10 p.m. to midnight, EDT, period 
are being lopped off the schedule. 


Mr. Eastman thinks network | owes 
radio should eschew recorded ew 
music and simulcasts. In the lat- ——— ee peal 
ter category, he is dropping the| Semiaweee soa ae 
| eee ees o> iecia * ie 


Wednesday night fights. He isn’t 
even particularly interested in of- 


Los ANGELES, June 11—‘“We 
want sales, not ratings, because 
ratings do not necessarily mean 
| sales,” Don Conroy, advertising 
|manager for the Thriftimart food 
|chain, told members of the South- 
ern California Broadcasters Assn. 


fering talent that everybody asso- |COMING—“Darlene for me” is the| at their first annual sales clinic 
ciates primarily with television. #| theme of Darlene Knitwear’s fall) jast week. 
campaign scheduled for fashion | As an advertiser looking at the 
Goold & Tierney Elects Taylor | ™agazines, the New York Times medium, he questioned the drop- 
William F. Taylor, an account| Magazine and Christian Science) ping of “National Bowling,” the 
executive with Goold & Tierney, | Monitor. Mervin & Jesse pee tae of a number of unsuccessful 
' New York, has been elected a vp. New York, is the agency. (Continued on Page 89) 


jsult with them on programming 
|plans, record libraries, program 
sources, etc. And his office will be 
a clearing house for an exchange 
|of ideas developed by one station, 
but applicable generally through- 
out the country. + 
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Clients, Agency 
Presidents Get 
New Frey Quizzes 


Evaluations Sought on 
Agency Compensation, 
Working Relationships 


Hanover, N. H., June 12—Com- 
pany presidents and top executives 
of advertising agencies are now re- 
ceiving questionnaires mailed by 
Prof. Albert W. Frey, of Dart- 
mouth College, who has been 
named by the Assn. of National 
Advertisers to study agency serv- 
ices and compensation methods. 

Advertising managers of a “com- 
prehensive list of companies which 
use advertising to an important 
degree” got 12-page questionnaires 
at the start of June. 

The questionnaire aimed at com- 
pany presidents is a two-page af- 
fair containing 14 questions. The 
one sent to agency chiefs is eight 
pages, with 44 questions. 

Company presidents are asked to 
rate the quality of the services of- 
fered by advertising agencies han- 
dling their products and to com- 
ment on the 15% commission 
system. They also are asked to in- 
dicate whether they personally ap- 
prove ad budgets, over-all cam- 
paign plans, basic media, individual 
media and specific ad copy. 


® The advertiser boss also is asked 
if he feels his agency “should have 
access to all your company data” 
or “only to figures covering past 
sales operations” or “only to limit- 
ed sales data.” He also is asked to 
evaluate the performance of his 
agency. 

The agency chiefs are asked to 
indicate the number of services 
they perform for clients, the ade- 
quacy of contracts with clients’ top 
managements and the problems in 
“the area of agency-advertiser 
working relationships.” 

The agency presidents also are 
asked questions about quality con- 
trol and compensation. On the lat- 
ter they are asked to give opinions 
on the media commission system, 
for and against, and on what agen- 
cies and clients would gain and 
lose if the system were abolished. 
They also are asked to comment 
on “significant problems in the 
area of agency compensation.” 


® Prof. Frey said the rate of return 
of completed questionnaires sent to 
advertising managers (AA, June 3) 
“has been very satisfactory.” 

He said a fourth questionnaire 
for advertising media men is now 
being tested through large, medium 
and small agencies. # 


coo.ers—National Distillers Prod- 
ucts Co. will promote its Old Crow 
bourbon as a summer drink, using 
this page in Argosy, Esquire, Life, 
Look, Newsweek and Time. Law- 
rence Fertig & Co. is the agency. 


CROSSE & 
BLACKWELL 


NEW OUTDOOR ADVERTISER—Crosse & Blackwell Co. is testing outdoor 

advertising in the Baltimore market. This first design was the 

winner in the 24-sheet poster design category in the 1957 exhibit 

sponsored by the Baltimore Art Directors’ Club. VanSant, Dugdale 
& Co, is the agency. 


Florida Citrus Commission took the | 
first step toward a major reorgan- 
ization this week when it hired 
Homer Hooks, 36-year-old citrus 
executive, as general manager, ef- 
fective Aug. 1. He will receive 
$25,000 a year in the highest-sal- 
aried state job in Florida—$2,500 
more than the governor draws. 
Under the setup approved by the 


day, another new job, paying $17,- 
500, was established—advertising- 
merchandising director. Under this 
position will be separate advertis- 
ing and merchandising officials, 
each paid $15,750. Of these three 
positions, only one is currently 
occupied. Frank D. Arn, merchan- 
dising director, is the acting adver- 
tising-merchandising director. He 
took on double duties recently, 
when Paul S. Patterson, ad man- 
ager, resigned under pressure be- 
cause of a policy battle with Ben- 
ton & Bowles, the commission’s 
agency (AA, May 13 et seq.). 
Robert C. Evans, longtime gen- 
eral manager of the commission, 
will remain as administrative di- 
rector, at his current salary of $15,- 


® Commission members told the | 
state cabinet that the citrus indus- 


state cabinet in Tallahassee Tues- | 


ation with Clifford Gill Agency, | ‘and the work will be done at 
western |ANPA headquarters in New York. 


Hooks Appointment Seen as Reflection of 
Squeeze on Florida Citrus Marketing Setup 


LAKELAND, FLA., June 13—The the commission organization be 


| geared up to build demand for 
fruits and juices. 

Commission funds, totaling about 
$7,000,000 per year, are raised 
through a per-box tax on oranges, 
grapefruit and tangerines. The ad- 
vertising and promotional program 
is administered by the 12-man 
commission, whose members are 
appointed by the governor. + 


Canadian Department Store 
Sales Set New Record 

Canadian department store sales 
for the first four months this year 
reached $354,450,000, a new record. 
This represents a gain of $16,878,- 
000 or 5% increase over sales of 
$337,572,000 for the same period 
last year. 

With all sections of Canada 
showing a gain over last year, the 
most impressive gain—9.5%-—was 
recorded in British Columbia, 


which had an estimated volume of | 


$60,907,000. 


North Adds to Coast Branch 
North Advertising Inc., Chicago, 

has increased its West Coast 

branch facilities through an affili- | 


|Beverly Hills. North’s 
subsidiary, North Advertising of 


|California Inc., and the Gill agen- | approved the new service after 
try is having its lowest orange | cy will now be under the direction 
prices in years at this time and|of Clifford Gill. 
that a big crop and more problems | will operate out of Gill's premises 
are apparently coming up next/at 8701 Wilshire Blvd., Beverly 
year, making it imperative that | Hills. 


Both agencies 


Court Rules for ‘Institutions ; 


‘We'll Defend Repute 
With All Energy,’ Says 
Conover; Sees Reversal 


New York, June 12—Harvey 
Conover, president of Conover- 
Mast Publications, told ADVERTIS- 
Inc AGE an immediate appeal will 
be made in the case brought by 
Domestic Engineering against Con- 
over-Mast in connection with its 
publication, Institutional Feeding 
and Housing. 

Mr. Conover made the following 
statement: 

“We are all shocked by Judge 
Igoe’s decision and are appealing 
it at once. 

“Before adopting the title, In- 
stitutional Feeding and Housing, 
as has been our practice with our 
other publications, we carefully 
consulted with our attorneys, who 
in turn obtained the opinions of 
specialists in trademark law. We 
were advised by these specialists 
that this title did not conflict with 
that of any other publication and 
we were free to use it. 

“We again requested expert 
opinion when the legality of the 

(Continued on Page 41) 


ANPA Sets Up New 
Service to Test 
R.O.P. Color Inks 


Cuicaco, June 11—The Ameri- 


can Newspaper Publishers Assn. 
announced yesterday that a sys- | 
tem of testing r.o.p. color inks, | 
enabling ANPA members to learn | 
whether or not they actually meet | 
specifications, is being set up in 
the ANPA’s mechanical depart- 
ment. 

The department is expected to 
begin testing inks by Aug. 1. Spe- 


cial equipment has been ordered 


The ANPA board of directors 


studying reports that some of the 
inks are not measuring up to the 
specifications defined by the joint 
committee of the ANPA and the 


(Continued on Page 92) 


Adman Debunks Use of 
‘Blinders’ Which Confine 
Thinking to ‘One Track’ 


New York, June 11—Whitman 
Hobbs, associate copy chief at Bat- 


'|ten, Barton, Durstine & Osborn, 


has taken issue with David Ogil- 
ivy, president of Ogilvy, Benson 
|& Mather, over the 39 rules for ad 
| writing which Mr. Ogilvy promul- 
| gated last month at the annual con- 
| ference of the British Advertising 
| Assn. (AA, May 13). 

Mr. Hobbs hazarded a suspicion 
|that a writer who came into Mr. 
Ogilvy’s agency and followed the 
| boss’ “gospel” would be out of the 
shop in a month. 

“In fact, I suspect the most iron- 
ic thing about Mr. Ogilvy’s rules,” 
Mr. Hobbs wrote to ADVERTISING 
AcE, “is that they were written by 
a man who ignores them himself.” 

Mr. Hobbs began by expressing 
admiration for Mr. Ogilvy: 


s “I am a copy man with strong 
opinions,” Mr. Hobbs said. “For 
example, I am strongly in favor of 
David Ogilvy. I think he has made 
a tremendous contribution to 
American advertising. 


“I am strongly opposed to rules. 
“So when David Ogilvy (whom | 
I like) has an attack of rules | 
(which I don’t like), I feel strong- 


ly enough about it to speak up. 39 | knowledge, ever gave a client a 
ruies indeed! Even God could only | distinct personality or a new look 
think up 10 for Moses—why should | or a fresh approach by sitting down 
we poor mortals be saddled with | with a rule book. 


39? 
“David Ogilvy had a theory: 


‘An agency should try to create|rules to every client, every client 


sharply defined personalities for its 


Humor Ban Just for Laughs, Bascom Chuckles 


San Francisco, June 11—David, Townsend and Rudolph Flesch ).| advertising appeared. In 1904, the 


Rules Are for Birds, Hobbs Replies to Ogilvy Precepts 


clients’ products.’ 


“I buy the theory. What I don’t 
buy is Mr. Ogilvy’s way of putting 
‘it into practice. Nobody, to my 


“It seems to me that if an ad- 
vertising agency applies the same 


(Continued on Page 72) 


Ogilvy’s adwriting rule proscrib- | As an old rule-writer-and-cribber | 


ing the use of humor was 


fish-brained admen would rise to 
same,” David Bascom, board chair- 
man and creative director of Guild, 
Bascom & Bonfigli, indicated to 
ADVERTISING AGE. 

“My admiration and respect for 
Mr. Ogilvy are undiminished by 
May 13 Apvertistnc Ace article 
concerning ad writing rules,” Mr. 
Bascom said. 

“Ever since Eve ran successful 
spot market campaign for apples,” 
he said, “people have been writing | 


“bait | myself, I suspect authors of rules 
tossed out in the knowledge that|are ones who violate them most 


| flagrantly. I heartily approve of 
this. (Note: Many of Mr. Ogilvy’s 
sentences contain more than 12 
words.) 

“Even so, I enthusiastically agree 
with most of Mr. Ogilvy’s 39. 

“Mr. Ogilvy himself creates such 
fine humor in his ads, I am sure 


tended only as gaudy-type bait 
tossed out in the knowledge that 


his ‘rule’ concerning same was in-| 


fish-brained admen would rise to 
same. Evidence that humor can sell 


rules for advertising. Mr. Town-| (when done right) is too over-| 
send had 28; Mr. Ogilvy has 39| whelming for me to believe he was | for four Jell-O flavors, pineapple 
(including some reminiscent of Mr.|serious about this.” # 


‘Shocked’ Conover-Mast to Appeal 


Judge Finds Unfair 
Competition, Copyright 
Infringement by Publisher 


CHIcAG Oo, June 11—Domestic 
Engineering Co., publisher of 
Institutions Magazine, late last 
week won a complete vietory in 
U.S. district court here in its suit 
against Conover-Mast Publica- 
tions, publisher of Institutional 
Feeding and Housing. 

Judge Michael L. Igoe, who 
found C-M guilty of unfair compe- 
tition and copyright and trademark 
infringement, handed down a 
judgment restraining Conover- 
Mast from: 


e Using the words, “institutions,” 
“institutional” or “institution” or 
any form or variant of these words 
in the title or subtitle of any C-M 
magazines. 


e Using any collocation of any of 
these words with the words “mass 
feeding and mass housing” or 
“feeding and housing.” 


e Unfairly competing with Domes- 
tic Engineering by infringing any 
of Institutions’ copyrighted mater- 
ial or by unfairly appropriating 
any of Institutions’ uncopyrighted 
material, or by appropriating of 
(Continued on Page 40) 


Jell-O—Worth $35 — 
in ‘97—Marks Date 
with ‘Jewel’ Recipe 


Le Roy, N. Y., June 13—Sixty 
years of Jell-O, a business that 


jonce could have been purchased 
\for $35, was celebrated in this 


western New York community to- 
day. 

Le Roy is the home of a Jell-O 
plant of the General Foods Corp., 
world’s biggest gelatin dessert op- 
eration. The company estimated 
that since 1897 about 8.25 billion 
packages of Jell-O have been pro- 
duced. 

A highlight of the celebration 
was a reception held at the Wood- 
ward mansion, onetime home of 
the late Ernest L. Woodward, who 
sold Jell-O to General Foods. 

Mr. Woodward began making 
Jell-O commercially at his Gen- 
esee Pure Food Co., but sales were 
so slow he offered to sell the gela- 
tin business for $35. There were no 
takers. 

Then Mr. Woodward recalled the 
product from the market and spent 
a few thousand dollars and almost 
a year of research trying to 
improve the formula and the 
manufacturing process. When he 
achieved his goals, he sent sales- 
men out into the countryside and 
from grocery store to grocery store. 
Demand grew. 


= In 1902—five years after 
Jell-O’s debut—the first national 


gelatin boxes showed the “Jell-O 
Girl”—in real life, Elizabeth King, 
daughter of an artist with the com- 
pany’s agency. 

It was also about 1904 that 
Jell-O recipe books made their 
bow. In some years since, as many 
as 15,000,000 booklets have gone 
to the nation’s housewives. In 25 


| years, a total of 250,000,000 recipe 


books were distributed. 

A feature of the celebration here 
—at one of five plants that turn 
out Jell-O today—was the intro- 
duction of Crown Jewel Jell-O, a 
concoction seen in a four-color 
|Life page this week. This calls 


‘juice, cream and ladyfingers. # 


a a 
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Postal Officials Try to Convince Congress 
Saturday Service Will End If Rate Hike Fails 


WASHINGTON, June 13—The 
guessing game over the fate of 
postal service after July 1 settled | 


down a bit this week as postal of- | 


ficials staged an all-out drive to 
convince a House appropriations 
subcommittee that Saturday serv- 
ice will have to go unless there is 
quick action on a $149,500,000 sup- 
plemental fund bill for the fiscal 
year starting next month. 

In his appearance before the ap- 
propriations subcommittee, Post- 
master General Arthur Summer- 
field listed a number of service 
curtailments which will be intro- 
duced unless the budget picture 
clarifies by July 1. Suspension of 
Saturday service headed the list, 
as indicated in ADVERTISING AGE 
two weeks ago. Others included 
closing 2,000 rural post offices; 
an embargo on new routes to 
serve new subdivisions; a halt on 
sale of money orders at first and 


| However, 


second class post offices, and cur- 
tailment of star routes. 


« Mr. Summerfield’s appearance 
before the appropriations subcom- 
mittee was behind closed doors. 
it was established that 
he did not indicate any intention of 
attempting to ban third class mail, 
or any other special postal service. 

Earlier this week Associated 
Third Class Mail Users had cau- 
tioned its members that a new ef- 
fort to curtail third class might be 
attempted if reductions in postal 
service became necessary. 

But today Harry J. Maginnis, 
executive manager of the associa- 
tion, reported he is confident no 


|third class embargo is pending. 


In a telegram to ADVERTISING AGE 
he reported, “Happy to advise 
there definitely will be no third 
class mail embargo. Undoubtedly 
Associated Third Class Mail Users 


suit testing legality of such an 
embargo has had its reward.” 


® Meanwhile, Congress seemed 
more interested in postal pay 
raises than in appropriations or 
rates. A Senate post office and 
civil service subcommittee ap- 
proved a general pay raise for all 
government workers which would 
add at least $400,000,000 annually 
to the Post Office Department’s 
payroll. And the House committee 
began considering a bill which 
would cost upwards of $1 billion 
dollars. 

At the same time three addition- 
al post office committee Democrats 
signified their intention of signing 
the minority report opposing the 
rate bill reported by the committee 
early last week. This brings the 
total number of dissenting commit- 
tee members to nine, all Demo- 
crats. The three new dissents came 
from Rep. Gracie Pfost (D., Ida.), 
Rep. Kathryn Granahan (D., Pa.) 
and Rep. Alfred E. Santangelo 
(D., N. Y.). # 


Baltimore 
Sun opens 
a Rome 


okesenas ten- 
sions in the Near East 
and North Africa, and 
the effect those tensions 
are having and may 
have upon the rest of 
the Mediterranean re- 
gion and the entire 
world, have seized the 
attention of East and 
West with dramatic 
abruptness. 


In an effort to bring its readers a first-hand 
account of present and future developments 
there, the Sun is preparing to open a perma- 
nent bureau in Rome, where its personnel will 
be strategically poised over the explosive area 
and from which any eruption spots can be 
reached in the shortest possible time. 


To establish the bureau in this city of the 
Caesars and the Church, Lee McCardell, pres- 
ently assistant managing editor of the Eve- 
ning Sun, former war correspondent, head of 
the Sun’s London Bureau in both peace and 
war, and newspaper man of twenty-seven years 
experience, will leave for Italy in a few weeks. 


Mr. McCardell, who studied at the Carnegie 
Institute of Technology and the University of 
Virginia, joined the staff of the Evening Sun 
in 1925. Working as a reporter, he won honor- 
able mention by the Pulitzer Prize committee 
in 1933 for his description of the evacuation 
of the bonus army from Washington. At the 
approach of war he was assigned to Maryland’s 
Twenty-ninth Division, with which he went 
to Europe. Remaining for some time with the 
division during its training in England, he was 
later detached to cover for the Sunpapers part 
of the Italian campaign. Still later he was at- 


tached to the Ninth Air Force as a correspond- 


ent, 


and was one of four reporters who 
described the D-Day landings from the air. He 
was present at the fall of Cherbourg and at 
the break-through at St. Lo, and narrowly 
escaped death when Bede Irvin, of the Associ- 
ated Press, was killed at his side by a bomb 
fragment, After the war, and a second tour 


of duty in the Sun’s London Bureau, he re- 


1954. 


turned to the Evening Sun, where he was 
appointed to his present position on June 21, 


The establishment of a Rome bureau follows 
by a year and a half the opening of the Sun’s 
bureau in Moscow and by two years and a half 
that in Bonn, 


the capital of West Germany. 


Combined daily circulation 410,013 . . . Sunday 326,550 


The Baltimore Sunpapers 


MORNING - EVENING - SUNDAY 


National Representatives: Cresmer & Woodward, Inc., New yy a San Francisco & Los Angeles; 


Scolaro, Meeker & Scott, Chicago & 
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Highlights of This Week's Issue 


Federal regulation of food distribution 
business breaking down, lawyer tells 
NARGUS meeting Page 2 


RCA, encouraged by its color tv test in 
Milwaukee, will extend test to 16 more 
markets 


Harrison, publisher of Confidential, will 
fight extradition from New York to Los 
Angeles 


Katz names John Pearson to “trouble 
shoot” its stations’ programming Page 2 


ABC Radio appoints Thomas Harrison 
vp in charge of sales for the net- 
work 


Travel in Alaska will get record promo- 
tion budget this year Page 2 


Crowell-Collier reports net loss of $4,- 
427,943 in 1956, with $76,116,054 in sales 
offsetting $9,596,368 loss in magazine di- 
SETI  ceceadiaiiinvericneretensiptncnssenneqennbtinetnnsta Page 2 


Six Francophile agenci 


are still wooing 


French travel “account, worth $300,- 

IW escccnnsritesiibainnkibliensttinstdhescnnstiasmivaiiabessitila Page 2 
Grocery ad manager finds 10 pluses, five 

EArawbacks IM TAMIO ooococccocccccccesseoeeees Page 2 


Clients, agency heads now getting new 
Frey questionnaires quizzing them on 
agency ee oe relation- 
ship .. seitaileditlts Page 3 


Florida Citrus Commission names Homer 
Hooks general manager, expands mar- 
keting division in move to offset mar- 
keting setbacks occ KPage 8 


Judge rules in favor of Institutions Mag- 
azine in copyright suit; Conover-Mast to 
appeal Page 3 


ANPA sets up new service to test r.o.p. 
GERRY TEED acide Page 3 


Jell-O—which could have been bought 
for $35 in 1897—celebrates 60 years of 
business ............. — Page 8 


Admen Whitman Hobbs and David Bas- 
com disagree with Dave Ogilvy’s 39 
rules for ad writing ............... Page 3 


Bay State station’s miniature net uses 


Satellite, translators .............0. Page 16 
Crepello, race horse, turns out to 
be worth money to New York ad- 
GITD  cnscasesestusossereneemeuneineeniintiteia Page 18 
Underdeveloped countries need new 
ee ways, Peter Drucker 
Says ; ones Page 19 
Boston Post property is sold at auc- 
tion ......... nebe Page 22 


Bowater Paper Corp. ad “pins back” ears 


of complaining publishers ........ Page 23 
Phileco to make heavy use of magazines 
to push radio-ty lines .................. Page 4 


AFA clubs lauded for public service ac- 
tivities by AA’s Sid Bernstein ...Page 27 


Growth of financial ads is revealed in 
new New York Times book ........Page 28 


Outdoor ads offset “sensory deprivation,” 
aid safe ee: Harvard psychiatrist 
ee REA er CS Page 2 


“Monitor” sales were up 35% in second 
year of = NBC Radio re- 
DUBE crrcemctecensene sen Page 34 


Bait ads draw $100 fine for Sacramento 
appliance dealer .................. Page 36 


Burroughs uses dramatic how-to die cut 
ads to sell computer ............ Page 38 


Jim Preud, new AFA president, came up 
the ladder via newspaper work Page 46 


Drug companies have field day with ex- 
hibits at American Medical Assn. meet- 


ae Page 50 
The Emporium, St. Paul department store, 
slates promotion to boost products 
CARED TO ceil Page 52 


Buffalo discounter fined $1,700 in Sun- 
beam Corp. fair trade suit ........ Page 4 


PR men are urged to form a group sim- 
ilar to Ad Council by James Mac- 
QE iteteitecintneertetecceniancdenttiindl Page 62 


Public is quite willing to pay for pay-as- 
you-go tv, Look finds ....................Page 68 


Step & Save Trading Stamp Corp. 
head sees bright future for trading 
ISIN . cernesiticsininndtsnnpencsneninsnapnmnanaipenenceniaetend Page 66 


“Den't suggest speed in ads,” Auto- 
mobile Manufacturers Assn. urges mem- 
bers 


Zlowe opens office in Paris to serve Euro- 
pean exporters ............. Page 


Versatile Rey Eaten is concert pianist 
who enjoys hence hy ad jingles for Y&R 
clients on Page 70 


United Church of Canada wants tighter 
muzzle on liquor ads ........ Page 71 


Individual thinking, not group thinking, 
marks top marketing man, Irving Zuck- 
erman tells AMA meeting Page 75 


Creative Man finds Douglas institutional 
ads something new, exciting ...Page 76 


Feature Merchandising offers radio and 
tv stations packaged in-store promo- 
tions Page #4 


REGULAR -ieaceeaeell 


Advertising Market Place ................. Bx 
Along the Media Path ...................... of 
Comming Comvemtsems on... cccccccccccceeccsineeeeee 85 
Creative Man's Comme? o.oo 
Department Store Sales 0.06.0... 
Drawthinks mn x pesnteces a 
Editorials -_ 12 
Getting Personal one senensupinitiniastiomniniae ae 
Looking at Radio “& “TV comemnensesgenaseents TD 
Looking at Retail Ads 0.00.0 
Obituaries .. foun oman Gy OD 
Photographic Review onuiintndumsitty Ge 
Rough Proofs ....... sommmemmnnenapity Oe 
This Week in Washington qmewnamnenne 6 
Veice of the Advertiser 0.000000... 8 
SN 12 


SLOGANS, 


word for the meaning indicated. 


per million words in use today. 


numerical powers of each idea 
value of similar purpose copy. 


basis for checking opinions. 


EMOTRONIC 


PHOTO COURTESY KEUFFEL @ ESSER CO 


THEMES, HEADLINES AND ADS for the 
same sales purpose can now be given relative numerical 
values by using definite factors described below. 

PERIODIC RELATIVITIES: The numerical years recorded use of the 


FREQUENCY RELATIVITIES: The numerical appearances of the word 


IDEA POWER RELATIVITIES: The numerical relation of each idea in 
sequence to a discovered natural standard. 


THE EQUATION IS: The sum of the period times the frequency of 
each word in a series, divided by the sum of the squares of the 


in the series, equals the relative 


USE OF THE EQUATION: When audiences are large and choices are to 
be made between several pieces of similar purpose copy, such as 
slogans, themes, headlines or ads, this research and evaluation 
technique provides a new source for confidence and a practical 


S INSTITUTE 


Medford 56, Mass.—Mlssion 3-3548 
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“SUCCESS IS a Journey... 


Bot Reese, Pale 


~ not a destination” 


CIRCULATION GUARANTEES, 1936-1958 
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% LATEST ANNOUNCED CIRCULATION GUARANTEES 
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This Week in Washington ... 


Senate, FCC Study Unit Reports to 
Continue War on Network Practices 


By Stanley E. Cohen | markable achievement. They stress 
Washington Editor the fact that it takes a firm stand 
WASHINGTON, June 13—Lack of|on every issue raised regarding 
flamboyant language may have/|network practices. It generally 
made the House anti-trust sub- _ voices the unanimous judgment of 
committee report on tv networks |seven congressmen of widely var- 
seem disarmingly mild, but com-|ied political and economic lean- 
mittee members regard it as a re-| ings, they point out. 


Meanwhile, reliable sources say|matic exhibits to show that net- 
that the Senate commerce commit- | works successfully place programs 


tee’s report on network operations, 
due in another week or two, is in 
some respects even rougher—and 
better documented—than the 
House anti-trust committee report. 
Text of the Senate document is a 
well guarded secret. But it is said 
to contain enough new material 
to be newsworthy, despite the fact 
that the House committee hit first. 
This is true because Special Coun- 
sel Kenneth Cox did an unusually 
painstaking job, particularly on 
delicate issues like option time, 
where he has pieced together dra- 


,outside option time periods—when 


the quality is sufficient to com- 
mand respect of the affiliates. 


# A third, and even more impor- 
tant, blow at networks is due late 
this summer when FCC’s network 
study group expects to submit rec- 
ommendations for major changes 
in the commission’s network rules. 


| While the original June 30 dead- 


line has been abandoned, the study 
group expects to finish major as- 
pects of its job by Labor Day, 
even if there is continued resis- 


ANNOUNCING 


A CHANGE OF NAME 


EFFECTIVE WITH 
THE JULY ISSUE 


MATERIALS 
& METHODS 


To more accurately describe 
its editorial scope, becomes 


Materials 
in Design Engineering 


When the name of a magazine does not clearly reflect its editorial 
scope, it is the responsibility of the publisher to seek a new name. 
With this in mind, James M. Vicary Co., well known for its work 
in the field of naming research, was retained to conduct a thorough 
study that would lead to an appropriate, descriptive name. 

Hundreds of subscribers, pass-on readers, advertisers, and agency 
personnel were personally interviewed in the course of testing many 
possible names. The evidence accumulated by the Vicary organization 
overwhelmingly demonstrated the need for a new name and indicated 
that the most suitable name is MATERIALS IN DESIGN ENGINEERING. 
The change to MATERIALS IN DESIGN ENGINEERING is a change in 


name only. The magazine will continue to be devoted to the selection 


and use of metals, nonmetallics, parts and finishes in design 


selection, including methods 
properties of materials. 


offers readers and advertisers. 


engineering. Our policy, scope and treatment remain as you have 
known them — all are dedicated to help solve the problems of 
materials selection in design engineering. The magazine will con- 
tinue to give editorial attention to all factors important to materials 


and procedures which affect the 


Now, the name matches the editorial policy of the magazine. This 
further strengthens the service MATERIALS IN DESIGN ENGINEERING 


Materials 


in Design Engineering 


SELECTION & USE OF METALS, NONMETALLICS, PARTS, FINISHES 


A REINHOLD PUBLICATION, 430 PARK AVE., NEW ome QD 


Advertising Age, June 17, 1957 


tance from four hold-out film syn- 
dicators who have refused to sub- 
mit cost-price data. 

A good guess is that the study 
group’s recommendations will not 
differ markedly from the position 
taken by the anti-trust subcom- 
mittee for changes in must buy, 
option time and first refusal poli- 
cies. Ultimate decision for change 
rests on the commission. But pres- 
sure mounts as one investigating 
group after another says existing 
methods involve questionable re- 
straints on freedom of advertisers. 


Physician heal 

Congressman thyself. That's 

Pressures FCC the way some 

FCC members 

must feel about congressional com- 

plaints about the commission’s 

tendency to discuss cases with in- 
terested parties. 

Not that the commission doesn’t 
deserve the dressing down admin- 
istered this week by the House 
anti-trust subcommittee. But it 
hardly seems fair for Congress to 
overlook the fact that so much of 
the questionable activity originates 
with members of Congress. 

At the same time the anti-trust 
subcommittee was proposing a code 
of ethics for FCC, Rep. Oren Har- 
ris (D., Ark.) chairman of the 
House commerce committee, was 
taking pen in hand for another 
letter prying into the commission’s 
handling of toll-tv. Non-congres- 
sional people who are interested in 


this case have submitted their 
|\views in accordance with estab- 
\lished administrative procedure. 
| But Rep. Harris, who recently ac- 
quired a piece of a tv station, uses 
| his position as chairman of an in- 
| fluential congressional committee 
i” press for verdicts on complex 
issues FCC is not ready to resolve. 

How about a code of ethics for 
members of Congress? 


Methodist 
Board of Tem- 
| Censor Ads? perance is telling 
its supporters 
|that the alcoholic beverage indus- 
try is a potent factor blocking leg- 
islation to control outdoor boards 
on the new interstate highways. 
But the board raises an issue which 
| sponsors of outdoor advertising 
‘controls may regret. 

As the temperance people see it, 
brewers and distillers are worried 
about a clause in the outdoor ad 
bill which specifies that a sign 
can’t be erected unless it is “de- 
termined to be in the interest of 
the traveling public.” 

“How can any alcoholic bever- 
age board be in the interest of the 
traveling public,” ask the drys, 
prompting some congressmen to 
notice that the current billboard 
bill could raise censorship issues 
|of vast proportions. 


| Attempt to 


A Federal 
Ads Don’tFool Trade Commis- 
Business Men sion hearing ex- 
aminer, Loren H. 
Laughlin, says the deceptive pos- 
sibilities of an ad should be judged 
in terms of the audience it is sup- 
|posed to reach. By this standard, 
jhe sees nothing wrong with 
| pamphlets used by Liberty Mutual 
Insurance Co., Boston, to promote 
| policies for business men. 

He said it was inconceivable 
that the ads would be deceptive 
when read in their entirety. 

“Business people, being respon- 
sible persons, must be credited 
with having at least a grain of 
common sense,” the examiner ar- 
gued, “and with being competent 
to enter into an uncomplicated in- 
surance contract without the con- 
stant oversight, guardianship, 
guidance and approval of the fed- 
eral government. If this is not true, 
then America is indeed in extremis, 
and this great republic cannot 
much longer survive.” 
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The Chicago American sets new high 
in home-delivered circulation... 
eee 46.7% is highest in Chicago evening field 


Home-delivered newspapers are wanted newspapers... 


wanted every day by steady, loyal, responsive readers who 
depend on their paper for news and advertising. In Chicago, 


The American has by far the largest evening home-delivered 
circulation...46.7% of total daily city and suburban circulation. 


This home-delivered figure represents 230,137 subscribers, 
an increase of 13,137 over the same period a year ago*. This 


steady growth in carrier-delivered circulation, coupled with 
The American’s recent advertising increases, is money-on-the- 
line proof that in Chicago, The American is the newspaper 
that’s going places. 


*Source: A.B.C. Publishers’ Statement, March 31, 1957 
Total net paid daily circulation 533,363 


Nationally represented by Hearst Advertising Service Inc. 
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Anti-Trust Fines 
Hit 9 Stations 
and Association 


(Continued from Page 1) 
failed to program and conduct the 
broadcasting of their stations as 
individually they best saw fit to 
do in the public interest. The vio- 
lation alleged in the indictment is 
a misdemeanor and as such does 
not involve moral turpitude.” 

He added the case was brought 
solely to enforce the Sherman 
Act. 


ee — | 
In addition to the Seperate, | onthe before the 43rd annual con-| 


defendants were Independence 
Broadcasting Co. (WHAT) and 
William A. Banks, president; 
William Penn Broadcasting Co. 
(WPEN) and William B. Caskey, 
vp; Pennsylvania Broadcasting 
Co. (WIP) and Benedict Gimbel 
Jr., president; Max M. Leon Inc. 
(WDAS) and Robert A. Kelin, 
secretary; Seaboard Radio Broad- 
casting Corp. (WIBG) and John 
Mahoney, general manager; WJMJ 
Broadcasting Corp. and Patrick J. 
Stanton, president; WCAU Inc. 
and Donald W. Thornburgh, pres- 
ident, and Triangle Publications 
Inc. (WFIL). Franklin Broadcast- 
ing Co. (WFLN) had charges 
dropped by Judge Grim even 
though it was named in the origi- 
nal indictment. 


® Morris Wolf, speaking for 
WPEN, said the defendants were 
puzzled about what has happened 
to them. The main accusation, he 
pointed out, was that the sales 
managers of the nine stations 


‘Department Stores, 
Gas Stations Join 
Direct Selling Ranks 


Cuicaco, June 12—Recent efforts 
| by direct selling companies to 
broaden public acceptance of door- 
|to-door selling apparently has 
succeeded at least in convincing 
their historic competitors, the re- 
tail store operators. 

The increasing number of retail 
establishments that have begun 
|direct selling to supplement store 
| sales has become the most signifi- 
}cant change in the direct selling 
| field, according to Lou Bressler, 
| Stanley Home Products, Westfield, 
| Mass. 

He made the observation in a 


|vention of the National Assn. of 
|Direct Selling Companies here 
| this week. 


direct selling field is Carson, 
Pirie, Scott & Co., Chicago depart- 


ager and director, C. Virgil Martin, 
told the meeting today that his 
store has been so impressed with 
the results of its direct selling ef- 
forts that it has expanded the 
operation to five or six times what 
it was three years ago. 


# Another example is in the gas 
station business; some operators 
are making door-to-door visits 
soliciting business in both residen- 
tial and business neighborhoods. 
Examples of how several Texaco 
dealers are using this approach is 
detailed in the April issue of the 
Texas Co.’s house publication, 
“Texaco Dealer,” which was wide- 


ing. 
| Major subject of interest at this 


An example of retailers in the} 


ment store. Carson’s general man-| 


ly circulated at the NADSC meet- | 
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Like it? You can have it! Mosaic ceramic tik 
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LOCALIZED—This Mosaic Tile Co. ad 
in the Atlanta Journal-Constitution 


will also appear in This Week 
Magazine, June 16, with a differ- 
ent imprint for each of 24 cities 
where Mosaic is represented. In 


used. Farson, Huff & Northlich, 
Cincinnati, is the agency. 


Mumm, Mullay Folds 
N.Y. Shop; Accounts 
Go to New Agency 


New York, June 13—The New 
| York office of Mumm, Mullay & 
| Nichols, Columbus, O., has been 


| 


a | week, 


= | 


13 other cities, a coupon offer is| 


Holdover Billing 
May Rescue Orr 


(Continued from Page 1) 
commented that in the 
|meantime it still had no definite 
|commitment from Orr that it was 
staying in business. 

One client said today it was now 
engaged in “prayerful waiting,” a 
second that it was not interested 
in any solicitations at this time. 

A third reversed its stand from 
last week, when it reported to AA 


lent is undecided. 

Frank Smith, advertising direc- 
\tor of Fuller Brush Co., told AA 
| today that, as far as he knew, “the 


'|Orr agency is in business for the 


foreseeable future, and we’re with 
them.” 


s Comments in general indicate 
that top management at the agen- 
cy itself has become somewhat 
more optimistic about the future of 
the agency. 

Meanwhile, more details of the 
events leading up to the present 
state of affairs at the agency were 
gradually sifting through the 
Madison Ave. mills. 

For one, there were reports that 
less than a month ago, executives 


Advertising Age, June 17, 1957 


Raymond Bill, 
Publisher, Dies 
in Sleep at 61 


New York, June 13—Raymond 
Bill, 61, chairman and president 
| of Bill Bros. Publishing Corp., died 
in his sleep at his home last night 
in Greenwich, Conn. 

Born in Lyme, Conn., Mr. Bill 
was graduated from the University 
of Wisconsin in 1916. He entered 
the publishing business founded by 
his father, the late Edward Lyman 
Bill, and became an associate edi- 
tor of Music Trade Review and 
| Talking Machine World, then pub- 
| lished by Edward Lyman Bill Inc. 
|During World War I, Mr. Bill 


| served in the U.S. Navy. 


|@ Following the war, he returned 
to the publishing company and was 
| made vp. In 1927 he became presi- 
dent of the former Federated Busi- 
ness Publications. In 1928, he was 
named president of Sales Man- 
agement, one of the Bill pub- 
lications, upon the death of his 
\father. In 1933, Mr. Bill became 
| chairman and treasurer of the cor- 
| poration, and his brother, the late 
|Edward Lyman Bill II, who died 
jin April, 1956, became president. 
| Following the death of his brother 
ja year ago (AA, April 30, ’56), 
Raymond Bill became president of 


' 


| 


from Orr journeyed to Cincinnati | the company also. After the death 
for a three-day presentation, com- of their father, the Bill brothers 
plete with research, merchandis-|had reorganized the publishing 
ing, marketing recommendations|Company and renamed it the Bill 
and a shift in media plans from | Bros. Publishing Co. It publishes 
network to spot tv. |about a dozen business papers, in- 
It was the kind of a program that|cluding Sales Management and 
the Jergens people had been | Tide. The latter was purchased in 
urging for some time—one with a 1956. 
“marketing” point of view. 
But it came too late. The break—)|® Mr. Bill in 1937 was elected the 


joined in sending a telegram to a|Year’s meeting is the industry’s 


Chicago advertising agency, and| pr—which NADSC members heard | closed and a new agency—Frances, 


still undefined as to reason—was | first president of the National Fed- 
already in progress. 


that the association published a} 
code of practice. 

The stations had told the agen- 
cy they adhered to their rate cards. 
The code of ethics, Mr. Wolf said, 
was considered one which deserved 
commendation from advertisers 
and the public. + 


FCC Rejects 
Lamb Charges, 
Renews Channel 


WASHINGTON, June 13—The 
three-year battle over license re- 
newals for tv properties owned by 
Edward O. Lamb ended today with 
a 5-1 FCC vote rejecting charges 
that Mr. Lamb failed to reveal past 
associations with the Communist 
Party and communist front organ- 
izations. 

Commissioner John Doerfer, who 
had been instrumental in insisting 
on a hearing on the charges against 
Mr. Lamb, was recorded as “ab- 
sent” at the time of the final vote. 
Commissioner Robert E. Lee said 
he dissented. 

The Lamb case led to one of the 
most lengthy and controversial 
hearings in FCC history. In the 
course of the hearing, two com- 
mission witnesses who testified 
that Mr. Lamb associated with 
communist front organizations re- 
versed themselves and claimed 
they had been “coached” by the 
FCC staff. 


® As a result of FCC’s action to- 
day, Mr. Lamb will get renewal 
for WICU, Channel 12, Erie, Pa. + 


Mathieson Appoints Hunter 


Henry H. Hunter has been ap- 
pointed director of public relations 


for Olin Mathieson 


assistant pr director there. 


described last year as “terrible” | Morris & Evans—has been formed 
| (AA, June 18, ’56). to take over the accounts. 

| In an annual report on the in-| Principals of the new agency are 
dustry’s pr progress, Jack Banner,|Al Frances, formerly manager of 
of Banner & Greif, New York,|the Mumm, Mullay shop here, and 
| NADSC’s pr counsel, noted a grow-| Benn Morris, who started an agen- 
ing interest in and appreciation of;cy under his own name about a 


‘eration of Sales Executives, now 


s A second report had it that just 
before the Jergens departure was 
officially announced, Robert Orr’s 
attorney offered the agency to some 
23 people, including about 12 key 
executives. A sum of $75,000 was 


National Sales Executives Inc. He 
was a director of Waynesboro Pub- 
\lishing Co., Waynesboro, W.Va., 
Ahrens Publishing Co., New York, 
National Business Publications, 
| Washington, Sales Promotion Ex- 
ecutives Assn., and the Magazine 


| publicity on the part of the direct 
selling companies. He cited marked 
gains in the past year in placing 


year ago. Mr. Morris was previous- 
ly with Grey Advertising. Mr. 
Frances was with Wexton Co. be- 


needed to keep the agency func- pyplishers Assn., New York. He 
tioning, and the take-over date was| \ 4. 4 former chairman of the dis- 


publicity for both the industry and | 
individual companies through col-| 
umnists, on radio and tv and 
through house organs. 


fore joining Mumm, Mullay two 
years ago. 


s Frances, Morris has opened an 


to be June 1. 

A counter-offer was made, one 
of the key points of which was a 
July 1 take-over date. The differ- 
ence revolved around an unprof- 


| tribution advisory committee of the 
Department of Commerce. 
His nephew, Randolph Brown 
Jr., is eastern sales manager of 
| Sales Management. Mr. Bill’s son- 


Chemical| with Puck—The 
Corp., Alton, Ill. He was formerly 


® NADSC’s annual Phil Gordon 
Memorial Award, for the best pr 
effort put forth by a member com- 
pany, was given this year to 
United Educators Inc:, Lake Bluff, 
Ili. 

Newly elected 
board chairman 
of NADSC is 
Harold A. Schatz, 
sales manager of 
Kitchen Craft 
Co., West Bend, 
Wis. Others 
elected to office 
are Lou Bressler, 
Stanley Home 
Products Inc., 
Westfield, Mass., 
Ist vice-chair- 
man; Lowell Wilkin, president of 
Wilknit Hosiery Mills, Greenfield, 
Ohio, 2nd vice-chairman; A. L. 
Saeks, Puro Corp., St. Louis, re- 
elected treasurer, and Wallace E. 
Campbell, Fuller Brush Co., Hart- 
ford, Conn., secretary. # 


Harold A. Schatz 


WGN Appoints Wilson 
Charles A. Wilson has been 
named manager of advertising and 
sales promotion of WGN Inc., Chi- 
|cago. Mr. Wilson joined the WGN 
|sales promotion staff in 1948 and 
lin 1950 was named to head that 
| office. 
|‘ Swagerman Joins ‘True’ 
William J. Swagerman, formerly 
Comic Weekly, 


staff of True. 


has joined the New York sales| Stanley L. Wessel, of Chicago, is 


office at 231 E. 51st St. with a staff 
of five. Among the accounts it 
will handle are Billen Engineering 
(commercial air conditioning); 
Kenneth Stacy Corp. (selling agent 
for Wellington-Sears Interlon); 
Friendly Frost (New York retail 
appliance chain); Maple House 
(New York furniture retailer); 
Nash Metalware Co.; City of New 
York legal department; Techni- 
Craft Printing Corp., and New 
York Times (selected trade adver- 
tising). 

Mumm, Mullay opened its New 
York office Jan. 1, 1955. # 


Jackson Resigns 
Post at Popai 


New York, June 13—Norton B.| 
Jackson, who had held the hot spot | 
as executive director of the Point-| 
of-Purchase Advertising Institute 
since 1953, has resigned. No suc-| 
cessor has yet been named. 

Mr. Jackson came to Popai from) 
Scheideler, Beck & Werner, where 
he had been merchandising direc-| 
tor. Before that he had been with 
St. Regis Paper and American Can 
Co. as advertising manager. 

During his tenure Popai in- 
creased its membership from 133 to 
about 240 members, and its recent 
exhibition in Chicago (which drew 
116-120 exhibitors) has been re- 
ferred to as its most successful. 

The executive committee of 
Popai, headed by Popai’s president, 


| week $100,000 spot radio campaign | 


now looking for a successor. + 


itable June and a profitable July, 


the latter resulting from an eight- in-law, John W. Hartman, is vp of 


the company. 


which the Pan-American Coffee 
Bureau is to begin in July. 

The counter-offer was declined 
June 4, and that night about 18|/Leland, 54, manager of media 
people were dismissed with two) planning and research for the ad- 
weeks’ pay and vacation pay. The|vertising department of the ap- 
group included the agency’s exec|paratus sales division of General 
vp, media director, and an art)|Electric Co., Schenectady, N. Y., 
director, copywriters, research) died here yesterday at the Beverly 
people and production staff, as| Hotel, apparently of a heart at- 
well as some of the group original-| tack. He was here attending the 
ly invited to buy the agency. + annual convention of the National 
Industrial Advertisers Assn. 

Born here, Mr. Leland was grad- 
| uated from Wesleyan University. 
|He joined General Electric Co. in 
1923 and in 1927 was made head 
of its statistics division. In 1935 he 
was named assistant general audi- 
tor of the apparatus sales division, 
and assistant company controller 
in 1936. 

Mr. Leland was one of the 
founders of the Hudson-Mohawk 
Industrial Advertisers Assn., and a 
former president of its Albany 
chapter. + 


HENRY W. LELAND 
New York, June 14—Henry W. 


New York AANR Elects 
Herbert R. Meeker of Scolaro, 
Meeker & Scott has been elected 
president of the New York chapter 
of the American Assn. of News- 
paper Representatives. Elected 
with him were Jack F. Kent, of 
Ward-Griffith Co., vp; Howard C. 
Story Jr., of Story, Brooks & Fin- 
ley, treasurer, and Robert Frank- 
lin, of Ridder-Johns, secretary. 


J. CALVIN AFFLECK, formerly national 
advertising manager of Allen B. 
DuMont Laboratories, has been 
named advertising manager of 
Keasbey & Mattison Co., Ambler, 
Pa., building materials manufac- 
turer, succeeding Walter C. Dodge, 
who has retired. Mr. Affleck 
joined K&M April 1. 
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THE MORE THEY GO OUT TO BUY... 
THE MORE THEY SEE OUTDOOR ! 


85% OF URBAN PEOPLE LIVING IN HOUSEHOLDS WITH TOTAL INCOMES 
ABOVE $5,000 A YEAR SEE AND REMEMBER OUTDOOR ADVERTISING 
Outdoor Advertising is strongest with those who are better able to buy. For in households 
with incomes of $5,000 or more, 85% are poster readers. If you want to reach the people 
A who are most likely to reach for your product ... be sure your plans include Outdoor. 


*Source: Starch Continuing Study of Outdoor Advertising. 


OUTDOOR ADVERTISING INC. 


WATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK © ATLANTA © BOSTON * CHICAGO © DALLAS © DETROIT * HOUSTON * LOS ANGELES + PHILADELPHIA © ST. LOUIS * SAN FRANCISCO + SEATTIT 
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Important news 
is the news that 
important people 
use... acton 


...and right now, 900,000 
of them are reading it in 
"U.S.News & World Report” 


A MARKET NOT DUPLICATED BY ANY OTHER MAGAZINE IN THE FIELD 
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For the readers of “‘U.S.News & World Report,” 
news is something happening to them. They 
are participants in it. They see, in reading this 
magazine, how the news touches them directly, 
what they should do next, and what they should 
do now. 


For most people, national and international news is 
an impersonal thing—a chronicle of what happened 
to somebody else, remote and unrelated to them. 
They do not participate in the news. They are 
spectators. 

Not so for the readers of “U.S.News & World 
Report.”’ Here the news has useful meaning. From 
it, they arrive at their important plans and decisions 
—immediate and long-range—for their business, and 
for their families. 

The unique publishing formula of “‘U.S.News & 
World Report” accounts for this active participation. 
It is the only news magazine devoting its entire con- 
tent every week to the essential and useful news of 
what’s going on in the world. The editors consider 
each important news event—each important speech 
—each important development with the reader and 
his questions in mind: 

“Why and how did it happen?” 
“What effects will it have on me?” 
““What’s likely to come next?” 


“U.S.News & World Report’’ answers these ques- 
tions. It makes the news clear, alive, exciting, useful. 
“U.S.News & World Report” becomes an “active 
partner” in the reader’s thoughts and actions. 

Such news, of course, holds and attracts those who 
have the biggest stake in the news. Three out of four 
subscribers to ““U.S.News & World Report” hold big 
and responsible jobs in business, industry, govern- 
ment and the professions. Family incomes average 
$14,826—highest of the news magazines. Here are the 
people whose ideas and actions determine how busi- 
ness acts and buys—how the most important part of 
the consumer market acts and buys. 


| ag 
USEFUL NEWS 
FOR IMPORTANT 


Right now, more than 900,000 of this kind of 
people read, respect and believe ‘“‘U.S.News & World 
Report.’’ Right now, America’s important companies 
are advertising to these important people through the 
pages of ‘‘U.S.News & World Report.” 


“MOST USEFUL TO ME IN MY WORK" 


“THE MAGAZINE IN WHICH I PLACE 
MOST CONFIDENCE" 


“U.S.News & World Report’s” present managerial 
circulation of 679,680 is split almost 50-50 between 
top management and middle management. Both 
managerial groups are active participants in the 
news; both have their important say on the “‘decision 
teams” making today’s big plans and decisions. 

Typical of these people are those listed in ““Who’s 
Who in Commerce & Industry,’’ Ward’s Automotive 
Directory, ‘““Who’s Who in America.” Continuing 
surveys among these and other standard rosters and 
directories show ‘““U.S.News & World Report”’ to be 
read by almost half (44.8%) of the people listed. In 
each and every survey, ““U.S.News & World Report”’ 
is the magazine in the news and management field 
receiving the most votes as the magazine “most 
useful” to these men in their work, and the magazine 
in which they place “most confidence.” 


And when you get down to the fine points of getting the most 
out of your hard-working ad dollars, remember that because 
of both circulation growth and advertising growth, the per- 
thousand page cost of ““U.S.News & World Report”’ is now 
the lowest in the field! 


Americas Class News Magazine 


An essential magazine. . 
readers .. 


. essential to more and more 
. essential to more and more advertisers 


Advertising offices: 45 Rockefeller Plaza, New York 20, N.Y. Other ad- 
vertising offices in Boston, Philadelphia, Cleveland, Detroit, Chicago, 
St. Louis, San Francisco, Los Angeles, Washington, and London. 
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12 
The Editorial Viewpoint... 


NIAA and Its Media-Data File 


This is being written before the National Industrial Advertisers 
Assn. acts on the proposal to establish a media-data file. We don’t 
know whether the plan to compile, publish and distribute “approved” 
media data files—at a charge of $600 to each publisher—will be voted 
in or voted down. 

But the outcome of the vote won’t change our opinion that this 
type of activity is dangerous for, and detrimental to the best inter- 
ests of, the association. And this is especially the case with this par- 
ticular association, because there has been considerable feeling 
through the years that the association has been a little heavy-handed 
in getting financial support from publishers. 

The action of the NIAA board in bringing the matter to the fore 
seems, in retrospect, not to have been as carefully conceived as it 
might have been; but from what we hear, it might also have been 
helpful if individual publishers who were initially contacted for 
their reactions had been a little more blunt in reporting their real 
feelings to NIAA emissaries, instead of letting them get the impres- 
sion that publishers had no particular objection to the plan. 

Once, when we were decrying the difficulties of getting labor and 
management together to their mutual benefit, a very wise labor 
statesman said: “Yes, the only thing worse than having labor and 
management fighting each other is for them to get too close togeth- 
er,” and he cited some activities in the building industry to demon- 
strate what he meant. 

In much the same way, we have for a long time felt that the 
buyers in NIAA (represented by industrial advertising managers, 
principally), and the sellers (represented principally by industrial 
business publications), may be a little too close together, with the 
association relying a little too heavily on financial and other support, 
as well as active participation, by the sellers. 

There is an undeniable community of interests, and many areas in 
which both groups have identical interests; but buyers and seller, 
by the very nature of things, cannot have 100% mutuality of inter- 
ests. They ought each to stand firmly on their own feet, working to- 
gether for their mutual good, but each holding up his own end. 

In specific terms of NIAA, this means to us that the association— 
as an organization composed professedly of buyers—ought to pay its 
own way, make its own decisions, and paddle its own canoe. It is no 
more than fair to say that it has taken long strides to come out from 
under the more-or-less-unwillingly-held umbrella of the business 
press in recent years. The proposal for a media-data file, which would 
perform a dubious service and one of whose objectives was to make 
some funds available for the association, was definitely a step back- 
ward. 


Maintaining Copywriters’ Identities 


“A copy chief is bound to impose his identity on writers. Hence, 
the copywriter—like any other young person—must struggle, must 
fight to maintain his identity,” according to Edward H. Weiss, presi- 
dent of Edward H. Weiss & Co. 

“But why should he try?” asked Leo Burnett, chairman of Leo Bur- 
nett Co. “A strong copy chief who knows his job can teach a young 
writer a great deal... Too many young writers are more concerned 
with keeping their identity than they are with learning their trade. 
If a young writer is good, his identity will come through any copy 


“tok 
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Gladys the beautiful receptionist 


_ eeeaeaet ererere 
— 


—Billie Quinn, McKittrick Directory of Advertisers, New York. 
“He won't be in. He swallowed a battleship with his cereal.” 
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chief who is half way fair.” 


Chicago Copywriters’ Club a week 


they don’t want all their writers 


they were on some assembly line. 


so as to conform to the needs and 


= 


These two opposing viewpoints were among those presented at the 
copywriters and copywriting under the microscope. 
Actually, it is doubtful if the views were really as much opposed 


as they sound. Good copy chiefs hope their writers will give them 
what the copy chiefs and the clients want, but if they have any sense 


Individuality is a precious thing. It ought never to be squelched. 
But all of life is pretty much a process of controlling individuality 


ao 


What They're Saying... 


or so ago as four executives put 


to write mechanically, as though 


demands of others. 


a 


Filters and Philosophy |Gone are the days when the boss 

So there we were in the office | could afford to be choosey in se- 
| on a somewhat soggy day, examin- | lecting a secretary—and when he 
ing headlines that were gloomy | “felt no pain” if she was a hand- 
|with tension and 


inflation and|some redhead of shapely propor- 
rackets, trying to figure out how | tions and sunny disposition, as well 
|we could have lobster for lunch | as being a wow with the appoint- 


| when all we could afford was ham- | ments, office detail, etc. Now he’s 
|burger, and opening a bushel of glad to get a secretary who is real- 
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“useless junk mail. 

We needed a lift. 

And there it was. One parcel, 
larger than the others, contained a 
|sheaf of high-powered publicity 
| releases and a fetching set of pic- 
| tures, all dedicated to the proposi- 
ition that “You need a filter to! 
really enjoy your swimming pool.” 
We sure do. We also need a swim- 
ming pool with which to enjoy the | 
filter. We also need property 
enough and privacy enough to) 
build a swimming pool to which we 
can affix the filter without which | 
we cannot enjoy any of it. 

But we'll do it! Off we go into a 
“portable diatomite filtered” to- 
morrow without any “slimy gela- 
tinous particles” to disturb us. And 
las we do so, perhaps we will be 
forgiven just a wee worried shake 
of the head over a society which 
|can filter our swimming pools but 
| can’t seem to filter the fat out of a 


chief-making qualities out of man- 
kind. 


—Editorial in The Democrat & Chron- 
icle, Rochester, N. Y. 


Secretary: No Romance 

The New Englander, publication 
of the New England Council, says 
the quest for good, efficient sec- 
retaries is getting more and more 


frantic in this part of the country. 


drugstore ham on rye, or the mis- | 


ly good, even though her days of | 


winning beauty contests are long 
since past, or never existed. The 
real reason for the shortage seems 
to be Cupid, who is constantly de- 
pleting the available supply. . . 
With all America’s inventive 
genius confronted with this chal- 
lenge, wouldn’t you think someone 


| would come up with a Univac sec- 


retary with no romance in its sys- 
tem? 


—Editorial in The Evening Day, New 
London, Conn. 


Pay TV ‘Seems Inevitable’ 
I have expressed the belief on 


| 


Advertising Age, June 17, 1957 


| Rough Proofs 


Advertisers who love to send out 
long questionnaires to their cus- 
tomers and prospects are getting 
some of their own medicine in the 
12-page quiz distributed by Prof. 
Frey for the ANA. 


One of the queries in the Frey 
questionnaire which would not 
have been considered quite polite 
just a few years ago is, “Does your 
company have a ‘house’ agency?” 


“Who cares,” demands Pierre 
Martineau, the Chicago fire eater, 
“whether those little copy blocks 
are ‘read most,’ as Starch solemn- 
ly shows?” 

Some advertisers care so much 
their agencies are sometimes em- 
barrassed. 


While M’sieu Martineau is urg- 
ing that advertisers forget copy 
and give their all to art, Albert 
Dorne insists that advertising art 
has lost touch with reality and “is 
designed and gimmicked to death.” 

Take your pick. 


Parents’ Magazine honored Ed 
Fryk on the 25th anniversary of 
his joining the publication, and he 
could have responded in kind by 
calling it a grand Parents’ Maga- 
zine. 

. 


“People just do not understand 
their own behavior and attitudes,” 
says Dr. Arthur Wilkins. 

That’s why so many surveys that 
ask the same questions get such 
different answers. 


“Two fresh committees,” reports 
AA’s Washington editor, “are or- 
ganizing another look into FCC’s 
doings.” 

Knowing the kind of questions 
they’re likely to ask, the com- 
missioners may consider the com- 
mittees even worse than fresh. 


The tone of the announcer’s 
voice, says Donahue & Coe, plays a 
part in building a product image. 

The image some of them build 
looks suspiciously like a stuffed 
shirt. 

. 


Edward H. Weiss & Co. has come 


up with an astounding discovery 


jin their motivational studies for 
| Sweetheart: 


Women use a bath soap in order 


other occasions that pay tv was in-| to be clean. 


evitable. The developing pattern of 
television economics now confirms 
this view more strongly than ever. 
Production costs have risen astro- 


nomically, tv set saturation is being | 
approached, and the problem of | 


|reconciling tv ratings with higher 
costs to the sponsor is becoming 
more discouraging to advertisers. 
| This is evidenced by the number of 
| cancellations of programs, switch- 
|ing from tv to other forms of ad- 
| vertising, and the high mortality 
\rate of tv personalities. A new 
| source of tv programming, there- 


fore, seems inevitable. 


~—Barney Balaban, president, Para- 
| mount Pictures Corp., at Paramount's 
annual stockholders meeting. 


P. J. Woodhouse, of Edinburgh, 
talks of the rising world demand 
for scotch whisky. 

The new slogan is, “The sun nev- 
er sets on the Scotch empire.” 


“Sultry” female voices, the sto- 
ry says, are pitching radio com- 
mercials for Fort Pitt beer like 
“Hello, darling, have you tried it 
lately? It’s wonderful!” 

Why take the customer’s mind 
off the advertiser’s product? 


Copy Cus. 
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Aa their very own. That’s why such features as are shown on this page 


—as well as many others in The Inquirer—receive so many questions. 
And that’s why readers have confidence in the answers. 


The Inquirer has always been a loyal citizen of the community it 
serves. And so it has won the loyalty and confidence of readers far 
beyond any other newspaper in its area. 


People come to As a result, The Inquirer enjoys amazing response for editorial fea- 
The Inquirer because tures ... and for its advertisers. That’s why more advertisers place 
The Inquirer goes to more linage in The Inquirer than in any other Philadelphia newspaper ! 


their Hearts! 


Sa Che Philadelphia Inquirer 
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Why the tremendous success/growth 


of this magazine? 


What makes it one of the Big Three consumer magazines 


in advertising linage? In one word: RESULTS! 


In New York—where most magazines are weak, it gives advertisers 
the strength of The New York Times—New York's biggest advertising medium. 


Across the nation—it carries the influence of the big New York market 
into more than 1,250,000 bigger-income homes and large-volume stores. 
Sundays, The New York Times is the country’s biggest advertising medium. 


Discover why advertisers make The New York Times Magazine one of the 
Big Three in consumer advertising (with Life & The Saturday Evening Post) 
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Weeklies 


THE AMERICAN WEEKEND 
U.S. COAST GUARD MAGAZINE 
THE MILITARY MARKET 
ARMY-HAVY-AIR FORCE REGISTER 


Your advertising in 
ARMY TIMES, AIR FORCE TIMES and NAVY TIMES 
reaches millions of young Servicemen 
and their dependents whose 
“suaranteed annual wage” exceeds 9-Billion Dollars! 


Available in U.S. Editions, Pacific Editions and/or European Editions 


Let us show you how you can get the most advertis- 
ing results in the $38 Billion Military Market ($9 
Billion annual spendable income of U.S. Armed Forces 
personnel; $29 Billion spent annually for military 
procurement). Our nearest office will supply sample 
copies, rates and market data book, ‘““Timely Facts.” 


ARMY TIMES PUBLISHING CO.: 2020 M St., N.W., Washington 6, D.C. 
U. S. OFFICES: Charleston, S. C., Chicago, Detroit, Honolulu, Los 
Angeles, Miami, New York, Philadelphia, San Francisco 

FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


New Valcream in Campaign 


Valcream, a new men’s hair | 


| 


Advertising Age; June 17, 1957 


Bay State Station's 


grooming product, has been intro- ‘Miniature Net Uses 


duced by Chesebrough-Ponds, New | 
York. “Valcream grooms without 
showing” is the copy theme for the 
hair dressing, which comes in 39¢ 
and 59¢ tubes. Four-color and b&w 
pages are running in about six 
magazines, plus network television 
(“Cheyenne’”’), spot television in 
major markets and “The Phil 
Rizzuto Show” over CBS Radio. 
Compton Advertising, New York, 
is the agency. 


Super-Music Offers Service 

Super-Music Inc., a new com- 
pany, is offering to San Francisco 
supermarkets a point of purchase 
service which includes hi-fi back- 
ground music interspersed with 
shopping hints. The company, 
which started early this year in 
Reno, uses leased telephone wires 
and stereophonic sound equipment 
to provide the service. Brooke, 
Smith, French & Dorrance is the 
agency. 


Loves and 


hates 
in a batch 


of biscuits 


Satellite, Translators 


SPRINGFIELD, Mass., June 11— 
Television coverage of 18,000 peo- 
ple in Claremont, N. H., may not, 
by itself, excite a time buyer. But 
WWLP here feels that when this 
is packaged with the tv audiences 
in four other small New England 
communities, plus the Grade A 
coverage of its satellite station 
WRLP, Winchester, N.H., it adds 
up to a fine bonus for the adver- 
tiser. 

To achieve this expanded cov- 
erage area, WWLP plans a system 
of tv translators to give a “city 
service” signal to five small New 
England communities. The satellite 
station in Winchester already is in 
operation. 

The uhf station has a construc- 
tion permit for a translator at 
Claremont and applications pend- 
ing for four others. The translators 
will offer good coverage to 28,000 
in Lebanon, N.H.; 20,000 in Rut- 
land, Vt.; 12,000 in Bennington, 
Vt., and 7,000 in Newport, N. H. 


® The Federal Communications 
Commission has authorized two 
repeater types of tv systems, a 


satellite station such as WRLP 
and a translator station. The trans- 
lator is an automatic transmission 


'system designed to bring a tv sig- 


You might not expect such inno- 
cents as biscuits and coffeecake to 
arouse complicated emotions. But 
our advertising fact-finders, nosing 
into hundreds of kitchens for new 
angles, found it so. 


Only one out of every eight women 
interviewed actually hated baking. 
But further probing revealed that 
many of the “love it” group had 
split attitudes. They loved being 
praised for their baking prowess— 
yet disliked the baking chore. 


This housewifely two-mindedness 
helped us suggest a more effective 
advertising approach for our client. 
We cite the case to show the way we 
use creative research creatively. 


THE BucHEN COMPANY 


You'll find some helpful facts about 
choosing an advertising agency in our 


booklet, ““Maybe You Need a Specialized 


Agency.” A copy is yours for the asking. 


DAILY NEWS BUILDING, CHICAGO * RANDOLPH 6-9305 


nal to an area which has recep- 
tion difficulties because of terrain 
or distance. In the WWLP system, 
the translator stations pick up the 
signal through the satellite station. 

Cost of the WWLP translators 
averages $5,000 each, and, the 
station reveals, it is willing to 
spend $1 for every person added 
to its coverage. Additional trans- 
lators are planned. 

Cost of additional coverage is 
passed on as a must buy to the 
national spot or network advertis- 
er using WWLP. 

Local advertisers are offered the 
additional coverage area by it- 
self, if they wish it, via the satel- 
lite station and the translators. 
The rates are broken down again 
for those local advertisers whose 
businesses are confined to single 
communities within the additional 
coverage area and those whose 


businesses extend into more than 
one community. + 


Chicago Adwomen Elect 
Anne Gaspard President 

Anne Gaspard, a member of the 
creative staff of J. Walter Thomp- 
son Co., has been elected president 
of the Women’s Advertising Club 
of Chicago. Miss Gaspard handles 
copy and promotions for Swift & 
Co., Kraft Foods 
Co., Libby, Mc- 
Neill & Libby and 
Chun King Foods. 

Other new of- 
ficers include 
Gloria Werkmei- 
ster, public serv- 
ice supervisor, 
WGN, Istvp; Mrs. 
Hazel Mann, 
president, H. P. 
Mann, Market 
Research, 2nd vp; 
Mrs. Joan Wynne, publicity and 
advertising consultant, 3rd vp; 
Mary C. Allen, advertising man- 
ager, Chicago area, Baldwin Piano 
Co., corresponding secretary; Mrs. 
Clare Grabowski, publications spe- 
cialist, Teletype Corp., recording 
secretary, and Florence Hopkins, 
print media manager, Toni Co., 
treasurer. 


Anne Gaspard 


Bye Joins Miller, Mackay 

| Roger Bye, copy chief of Holst 
|& Cummings & Myers Ltd., Hono- 
jlulu, will join Miller, Mackay, 
| Hoeck & Hartung, Seattle, July 1 
jas copy chief. 


ae oe =. ‘the: elie hi oe 7 a ee ena oT Sete: eee a ee ee eee | a, ee ou ae cae aes oe. Se ee ‘5 
as eo F ae ot SS e Bes = — ee Rig eke ai es Pee ae: ae eee ee fee ae or. es ues De eae = 
hy Bs. a eee Ri th yl rare ie ee imme ogee ie mM + |g RRM tr IMME oS muse A ig 
OS Guts a Reena a a ica ad eee S: ee ee Ber 8 oh ee ae a sae. pes il ee a ee ee Re a talk a Ai a Z 
ee enter ee Fig Wade ee ea | a anes comer, ie ee ae Tec 2 Se emi Re ors icc ar eS Son ie fies a E 

re wi sk i ea gare a ee ee oe eles SS Ae MT. ss ca ms ee ster eG Fai ale 1S) 2 ee. a Sieh ee ee ewig a eee a Bes > ae —elted eae _ zs 7 oe shea: : ae 7 re “/F ee. 
i ee . . « E = Te = : a: eid 
cc i 
ie ey 

ha 
o ee 7 
| ve 
| ee 
—_ a 
ue | Ee 
Weis Rev 
- ie, en E 
<a eee a 
+e | pei 

Be | ites 

ie oy: 

i The Times ‘ie 
aa j 3 ner a 
at Times ra iJ 
ae recov 
ee Service _ 
a ay 
aa @ | r 
. _ WEN 
See —s04— - 

ee 
ie | eR RE SRN TEER 5S ea SSN SE ARR = A SLR = 
: eet reset sss heehee ite 
: SOHSSOSESOSSSSSSESESS ESSE ESE EEEEES 
; . ° : 
. oe 2 
sd - oa 
: ° a 
a ° . 
2 bd . 
re . a. 5 
ad . | in 
>. = “ 

° > > j 

mn - . | 

ce e . | 
- . . 
° o 
f _ . 
- a . 

a . 

ae . b4 
x : : : ee i 
Lae ° 4 
Tee . . . 

7 > > a 
. . i 
. . a 
. ° ae 
: . . os 
a os . War 

cae ° . 
tae . . “ 
Pr . 7 ex 
Baw: +: . . tt a 

ae - 7 See 

; . + a 

am . . =e 
. . a 
. . 5 ees 
. . oo 
. . ic: 

: sd ° 5 
> . Be 

eae . . a 
a . . i 
esses: . . te 
—, . . 
eat e ce 
i a o Ae 
eee ° ie, 
ines . oa 
poe . « 

ae fF g® ° : 
. 

2 ae : “ae SOSH SESE EESESS OSES ESSE : 
wees - 
pi a 
ae e O 

a 

ae _ ; <i t egeswe* 

7S get A | a. | “a 
aus AC os... —s 

: i a = 
i . 
z | th : 

: os _ we, eS 
gle "sh 3 
sea . 
: ~ 
ie 2 ' i> Or 1S S f 

— we e ae 

= \ te. Steer” ao 

a. agi) os 
eerste: pe: 
ao 
s aoe Fe tr 
: ee ch p es 
a . 9 

Aas 
eae a 
é aS 

——— 
es Tae 

Bet a iy 
= 
ea | is 
i : 
P ~ , 
eS ie 
ee: a y 
. : 
os a 
a eee . 
ae ag og hak eA 2 ae fhe ee igi aT Brey ce ee Se ee se iy 5 mall % ' ‘ i ae . =: SPOS eee ‘ ea ie 5 on 
Se 1 S42? LE en See eee ee 7 iN ae ee 4 ae eee ae Pe oe Pa Co ee te NN ne ae ry 5 £2 <a ee ee PI ole Lo ae eee a jaa ea 
Paks eee eS ee 
Ppa) See a eee: eee ge be SR ae i ee PINT tees e208 o py. ee ere ay 2 i 

Bitte ce PS ir sees eels Hi dT ota toe gl ee cg ae ES ey ee cs ee ee ye eee i ee are ee ete 2 ant Se ee ee 
cr gin carpet bei cen. ole ont IE Stara p S—paese peng eo eee pa ae la Sey ome sep pap ge gl BB es A a i dle Rl ig ar Apmis i= aM tity le ea anes nent ed Ser re anne rer PPADS mine oe ne ee a eee ey meee raya 


a ey 


More and more advertisers are coming to agree with The New 


Yorker's belief that common sense and dignity” create more 


effective selling tools than superlatives and exaggeration—espe- 


cially when directed te The New Yorker's intelligent audience, 


*A publishing principle which has guided The New Yorker for thirty-two years. 


NEW YORKER 


New York, Chicage, Londen, San Francisco, Les Angeles 
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Heinemann Joins Anderson | president. The association was or-|Septic Aide, Safe Drain Cleaner, | Juneau Adds Plastics Corp. 
Stuart Heinemann, former gen- | 8@nized informally two years ago|Cess-Aide and Garba-Rid. Frank-| ©. B Juneau Inc., Beverly Hills 
eral manager of Allied Advertising | ‘© Negotiate with broadcasting un-| lin Fader Co. is the previous agen- | },; heen named advertising agency 
Agency, Los Angeles, has joined |!0"S. Other officers are Irving |cy. 'for General Plastics Corp. and its 
Anderson-McConnell Advertising Phillips, KYA, vp; William D. wholly owned tar Rag! oat 
Agency, Los Angeles, as an ac-| Shaw, KSFO, secretary; Bud Fos-| Hammett Joins Johnson Fiber Co., both of Los Angeles 
éenmah executive. | ter, KLX, treasurer, and Laurence = Joh . . IG ) Plast 4 geles. 
P. Corbett, counsel. _E. son & Associates, San | Genera astics will soon intro- 
. Francisco, has named James F./| duce a new line of products, to be 

Broadcasters Assn. Elects 


| 
|Hammett account supervisor. Mr.| backed with trade publication ads. 
The San Francisco Bay Area Schwab & Beatty Adds One Hammett formerly was western | Trade magazines se direct mail 
Independent Broadcasters’ Assn. Cirele Research Laboratories, | sales manager of Kraft Foods Co.|are now being used for Premix 
has been incorporated, with J. G.|Glen Ridge, N.J., has named/and national promotion manager | fiber glass lamp shades and other 
Paltridge, KROW, Oakland, as| Schwab & Beatty, New York, for|of Schenley Industries. |plastic products of General Fiber. 


ARTHUR ELY PRELL has joined Oak- | 
leigh R. French & Associates, St. 
Louis, as director of marketing, a 
new post. Mr. Prell was formerly 
exec vp of Compumatix Inc. and 
assistant professor of sociology at 
Washington University. 


EXCLUSIVE! 
Not a Client, But 


Crepello’s Worth as ee - 
crtvrinn fi CONSUMER & 
11I—A nag -. E : a a 


New York, June 
named Crepello brought a lot of 
cheer yesterday into the lives of 
two advertising men. Marvin Per- 
ton, a copywriter at Hodes-Daniel, 
and David Perton, his brother, who | 
works in the mail room at Ted 
Bates & Co., found their ticket on 
the English Derby winner was 
worth $140,000. 

The Pertons (actually the ticket 
was held by Marvin and his moth-| 
er, Faye) don’t stand to collect the | 
full $140,000. Last Sunday they) 
took out a little insurance—selling 
a half interest in the ticket to an 
Irish syndicate for $10,000. 

But the 80 Gs—less taxes—will 
help the Perton family take a 
Mexican vacation later this month. 
And the rest will probably go into) 
investments. + | 


WHAT IT Is 


Consumer Analysis is the broadest, most 
comprehensive survey ever compiled to re- 
veal the product use, brand preferences, em- 
Ployment data, and general household com- 
position of Chicagoans . . . an accurate 
picture of the competitive position of brands 
in this huge market. 


Lowell Thomas to Appear on TV | 

Lowell Thomas’ radio sponsor, | 
Delco-Remy, Anderson, Ind., will | 
bring the veteran performer to tv | 
this fall in a series of seven hour- 
long color films made in a variety | 
of exotic settings ranging from the 
Antarctic to the South Sea Islands. 
Like his radio show, this program 
will be seen on CBS—the exact 
dates and times to be announced 
later. Campbell-Ewald is the agen- 
cy. 


Dunn Joins Erwin, Wasey __ 
Robert J. Dunn, formerly mer- | 
chandising director of C. L. Miller 
Co., has joined Erwin, Wasey & Co., 
New York, in a similar capacity. 


WHAT PRODUCTS ARE 
COVERED 


This is the most complete, wide-range cover- 
age of products ever presented in any brand- 
preference survey of Chicago. Includes over 
200 pages of information-packed tables— 
Baby Foods to Bleaching Fluids; Peanut Butter 
to Paint; Napkins to New Cars; Tea to Tele- 
vision Sets. 


firm invites your patronage. 


KJ these 
low prices 
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Advertising Age, June 17, 1957 


Receiving Parlin Award, Drucker Urges 
New Marketing Ways for Backward Nations 


PHILADELPHIA, June 11—Market- 
ing occupies a critically important 
role in the development of under- 
developed growth countries, Peter 
F. Drucker, consultant and profes- 
sor of management at the graduate 
business school of New York Uni- 
versity, told about 200 members of 
the Philadelphia chapter, American 
Marketing Assn. last week. 


Mr. Drucker delivered the 13th 
annual Parlin Memorial lecture 
after receiving the 1957 Parlin 
award for outstanding contribu- 
tions to marketing. 

“Marketing is the most important 
multiplier of such development,” 
he stated. “It is itself, in every one 
of these areas, the least developed 
—the most backward—part of the 


economic system.” 

Yet, if marketing were developed 
‘it would make possib!c economic 
lintegration and the fullest utiliza- 
tion of whatever assets and pro- 
|ductive capacity an cconomy al- 
|ready has, he added. 


| In under-developed c .untries, he 


| Mr. Drucker pointed out that mar- 

| keting might by itself go far to- 

| wards changing the entire econom- 
ic tone of their existing systems, 
without any change in methods of 
production or distribution of pop- 

|ulation or of income. 

| “It would make the producers 
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added, marketing profits are low, 
| mark-ups are minute by our stand- 
|ards, and those engaged in market- 
|ing barely eke out a living. 

| “The waste in distribution and 
peagers if only from spoilage or 
| from accumulation of unsalable in- 
|ventories that clog the shelves for 


| said, marketing takes a back seat|capable of producing marketable| years, has to be seen to be be- 
|because of prejudice .gainst the! products by providing them with | lieved,” he added. 


middle man. 


|s Referring to nations which make 
| little use of the assets they have, 


|standards, with quality demands 
land with specifications for their 
product,” he declared. 

In under-developed countries, he 


The 1957 Chicago Daily News 


ICAGO 


The Chicago Daily News, in cooperation with the Consolidated 


Consumer Analysis Study, brings you a survey of Brand Preferences 


and Buying Habits in the GREATER CHICAGO AREA .. . biggest 


market ever covered by well-known Report. 


WHAT MARKETS ARE 
COVERED 


Consumer Analysis Surveys are conducted 
simultaneously in 22 other major markets. 
The Consolidated results book enables you 
to compare, for the first time, the great 
Chicago market's brand preferences and 
buying habits with other markets across 
the nation. 


ANALYSIS SURVEY 


WHAT CONSUMER 


of why your promotional campaigns are 


cations of future sales-trends. 


ANALYSIS CAN DO FOR YOU 


You may study Consumer Analysis to learn 
exactly where your product stands in relation 
to similar and competitive products. You'll see 
to what extent each brand is preferred or re- 
jected. You'll recognize strong implications 


ceeding or failing. You'll be given clear indi- 


waiting for your request. 


YOU CAN GET THE 
DATA YOU WANT 
Just call your Chicago Daily News rep- 
resentative or write Consumer Analysis 


Department at the Chicago Daily News. 
The information you need is ready and 


) Marketing can also help in the 
|}development of modern, responsi- 
ible, professional managements by 
creating opportunity for the pro- 
ducer who knows how to plan, how 
to organize, how to lead people, 
how to innovate, he said. 


® Actually, the speaker pointed 
out, a marketing system in under- 
developed countries is the “crea- 
tor of small business” and can help 
develop a middle class. 

He cited as an example the es- 
tablishment of Sears, Roebuck & 
Co. stores in several Latin Amer- 
ican countries and the impact these 
stores have had on the countries 
themselves. 

David Melnicoff, director of re- 
search and market development 
for the Pennsylvania Railroad and 
chairman of the Parlin award se- 
lection committee, made the pre- 
| sentation. + 


|\Busch Named SLM VP; 

| Agency Adds Insurance Co. 

| Hays Busch has been named a vp 
of Stromberger, LaVene, McKen- 
zie, Los Angeles. This is the first 
| vice-presidential appointment at 
| the agency since it was formed in 
| 1953. Mr. Busch joined the agency 
a few weeks after it was formed. 
Previously he was an account ex- 
ecutive with West-Marquis, and 
jadvertising manager of Craig 
| Movie Supply Co., both of Los An- 
geles. 

Occidental Life Insurance Com- 
pany of California, Los Angeles, 
|has appointed SLM to handle its 
|advertising. There are no immedi- 
late plans for a campaign, which 
will follow a survey of the insur- 
ance field. Advertising and promo- 
| tion will emphasize support for the 
company’s agencies in the U.S., 
'Canada and Hawaii. 


Sacramento AAA Elects 

Ralph K. Clark, Clark and Elkus, 
j|has been elected president of the 
|\Sacramento Advertising Agencies 
|Assn. Other new officers include 
|Louis Landau, Louis Landau Ad- 
|vertising, vp., and William H. Cum- 
|mings, Cummings & Associates, 
| secretary-treasurer. 


You're in 
good company 
on WGN-RADIO 
Chicago 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! 1957 promises 
exciting new programming to 
make WGN’s policy of high 
quality at low cost even more 
attractive to you. 
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| POWER PLANTS ? | 


T. Cortlandt Williams, 
President of Stone & Webster 
Engineering Corp., 

Describes Role of Business and 
Technical Magazines 


“Our engineers must be well-versed in the problems of most specialized 
engineering fields, and well-informed and experienced in the ever-changing 
techniques and developments required to solve these problems,” says Mr. 
Williams. “We believe it is through the free interchange of ideas that the 
great technical advances of our generation have been possible. Certainly 
technical and business magazines serve as important clearing houses for ideas, 
and add to the experience engineers have acquired on projects.” 


At Stone & Webster, 558 Key Men Pay to Read 
One or More McGraw-Hill Magazines 


McGraw-Hill magazines are bought by men who must keep pace with new 
developments, changing techniques and processes. These men specify and 
buy today’s industrial products and services. Your advertising, placed in 
McGraw-Hill magazines, will help you convert these buyers into customers. 


McGraw-Hill Publications 


McGRAW-HILL PUBLISHING COMPANY, INC.’ 
330 West 42nd Street, New York 36, New York 


DEEP IN THE HEART OF TEXAS—Guilf States Uctilities Company's 
Neches Power Station near Beaumont, designed and constructed by 
Stone & Webster Engineering Corporation. Present total station capa- 
bility: 376,000 KW and 3,000,000 Ibs/hr of steam. Plant is typical of 
$4 billion worth of Stone & Webster-built power stations, refineries and 
other industrial facilities throughout the world. 
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‘Boston Post’ 
Property Sold 


Boston, June 11—The Boston 
Post was divested of its personal 
property last week in a grim walk- 


old newspaper’s rambling building. 

Included among the items auc- 
tioned were the Post’s name, good 
will and morgue, which went to the 
Boston Globe for $10,000. The auc- 
tion was confirmed by Edwin F. 
Hannon, referee in bankruptcy, de- 
spite the opposition of John Fox, | 
the Post’s publisher. 

Mr. Fox said he had filed a new 
petition for reorganization of the 
Post. 


s All in all, the auction of the 
newspaper’s properties netted) 
$259,000, which was added to $900,- 
000 received from previous assets. 
The Post suspended publication last | 
October (AA, Oct. 8, ’56). 

Mr. Fox bought the newspaper | 
from the Grozier family in June, 
1952. Since then the paper had) 
gone through several painful fi- | 
nancial upheavals. At one time, 
Mr. Fox was rumored to be on the 
verge of selling the paper. The 
paper was originally forced to stop 
publication in August, 1956, when 
it was unable to pay employes. It 
was revived briefly under a court- 
appointed three-man trusteeship, 
which borrowed $500,000 to con- 
tinue publishing. The trustees once 
again, and finally, suspended pub- 
lication in October. + 


RCA and Canon Hold Contest 
for Color Photographers 

Canon Camera Co. of Japan and 
the record division of Radio Corp. 
of America have teamed up in a| 
national “Album Cover Photo Con- | 
test.” Entrants have to submit col- 
or transparencies to be used as a 
photograph on a new RCA long- 
playing record, “HiFi in Focus.” 
Any type camera may be used. 

The contest closes July 31. It 
will be promoted via national mag- 
azines, radio, television, newspa- | 
pers and point of sale displays in| 
camera and record stores. Some 
$3,000 worth of Canon and RCA 
products will be awarded as prizes. 
Grey Advertising Agency is han- 
dling for RCA and Kameny Asso- 
ciates, which is coordinating the 
promotion, is handling for Canon. 


Demarest Joins Basford 

Frank G. Demarest Jr., formerly 
advertising and publicity manager 
of Stein, Hall & Co., and before | 
that with the public relations de- | 
partment of American Cyanamid 
Co., has joined the public relations | 
department of G. M. Basford Co., | 
New York. 


Main line 
fo 
Editors 


feature 


SEND FOR a copy of FEATURE — 

America's only publicity medium. 

It reaches leading U.S. editors with 
your publicity features. 


CENTRAL FEATURE NEWS INC. 


1475 Broadway, New York 36, New York 


| Private Eye to Advertise 


Advertising Age, June 17, 1957 


Tv Stations Become |stations to share production costs | NIAA Chapter Elects 
William J. Burns International! Partners in Film Series |}and income with Screen Gems. 
Detective Agency, New York, is} 


Thomas G. Monahan, Dozier- 


; Six television stations, four of | They are leasing the film for their pastman & Co., has been elected 
trying out a series of ads in the|them in the Westinghouse group, OW" use on the conventional basis. | president of the National Indus- 


Wall Street Journal, starting June| will be co-investors with Screen | The series is available for regional | },).) advertisers Assn. of Southern 


13, to test a projected business pa-|Gems, New York, in the produc- | Sale for fall. 
I f per campaign. According to W.) tion and distribution of a new half- | 
ing auction through the 125-year-| sherman Burns, president of the| hour series about the famed rail- CBS Sells Khrushchev 
company, detective agencies have|roader, Casey Jones. In addition 
never before used display adver- | to the Westinghouse stations, other announces that it has sold the one-| Peter Schulz, Duncan A. Scott & 
tising in the business press. The} co-investors in the project are|hour “Face the Nation” interview|Co., 3rd vp; Edward H. Schaer, 


CBS Television Film Sales Inc.|Industries Advertising, 


California. Other officers are Kas- 
son B. Lunt, Sterling Electric Mo- 
| tors, lst vp; H. Van Jacobsen, U.S. 
2nd vp; 


campaign is aimed at familiarizing KTTV, Los Angeles, and WPIX,| with Nikita Khrushchev to 23 do-|Weber Aircraft Corp., treasurer, 


industry with Burns’ security serv- |New York. 
| ice. 


|mestic stations and eight foreign |and Robert C. Wayne, Southwest- 
' The arrangement calls for the’ stations “on a cost basis.” 


‘ern Engineering Co., secretary. 


IN SUMMER SELLING, TOO—THERE’S A SOUND 
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Summertime . . . and the sellin’ is easy, especially 
with WBC Summer Service Songs to air-condi- 
tion audiences in the big, sunny markets beamed 
on by WBC Radio. 

WEC has a raft of Summer Service Songs built 
to waft your warm-weather story onto the patios 
and into the pocketbooks of one out of every five 
people in America! 

We’ve got songs on where-to-go, what-to-do, 


fishing, boating and the like . . . and, of course, 
weather and traffic info around the clock. Served 
up with your spiel, they make wonderfully light 
summer sales snacks. 

Baseball? WBC plays ball. Coverage varies 
from station to station, but wherever there’s 
WBC Radio (and shh .. . tv, too!), there’s the 
Great American Game drawing fans as loyal to 
WBC and the products we advertise as they are 
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Edward Petry Adds KOBY L.A. Copy Club Elects , art director for the Los Angeles of- | |community, the in genteel tones ad 
Edward Petry & Co. has been| Kal Siledhoeait J. Walter|fice of Ruthrauff & Ryan since | Bowater Ad Hits pinned back the economic ears of 

named national advertising repre-| Thompson Co., has been elected | !950. Back at Critics of the publishing industry. 

sentative for Radio Station KOBY, | president of the Los Angeles Copy | Sir Eric Vansittart Bowater, 

San Francisco, and William E. |Club. Other officers are Bob Hum- KDAY Has New Owner ‘Newsprint Industry chairman of the Bowater organiza- 

Brown, formerly station manager, | phreys, Foote, Cone & Belding, vp,| KDAY, Los Angeles, is now op-. | tion, said in the ad that the news- 


has been shifted to national ae ieee Charles Coleman, Batten, Bar-| erating under ownership of Radio| TORONTO, June 11—Bowater Pa-|print industry should be thanked 


es manager. ton, Durstine & Osborn, secretary-|California Inc., a subsidiary of | Per Corp., London, England, took a|by the press “for providing the 
4 treasurer. Gotham Broadcasting Corp., own-| page in the Globe & Mail to fling| foresight, finance, equipment and 
Fearn Associates Moves er of WINS, New York. Former down gauntlet to North American | 4bility to raise the volume of news- 

John W. Fearn Associates, San | Foth Joins Bowes Agency general manager of ‘he station, publishers. Ostensibly a report of|Print, while keeping the rising 


Francisco advertising and public! Don Foth has joined Charles| George A. Baron, has been elected the company’s annual meeting, run |°U"Ve of newsprint prices below the 

relations agency, has moved to new | Bowes Advertising, Los Angeles, as| vp of Radio Californix, and will for the benefit of Canadian stock- | "#Sing curve of other productive in- 
offices at 2253 Polk St. executive art director. He had been | continue in the same capacity ‘holders and the Toronto financial | @4Sttes. : 
7 “Supply of and demand for this 
a ’ world commodity now are almost 
’ in balance as a result of the great 
expansion in production that has 
taken place during the last decade,” 
he said. 
z “Bowater has played no small 
DIFFERENCE ON WBC RADIO! oy A ag eh 

10 years we have installed, or are 

: in the course of installing, 10 new 
high-speed paper machines in the 
United Kingdom and North Amer- 
ica, together capable of producing 
1,000,000 tons of newsprint or other 
papers annually. 

“We have set our house in order ay 
and feel we have taken all reason- Sea oy 
able steps that could be expected of 
us to meet our obligations. 


s “In our view the newsprint in- 

dustry ... should not then be 
singled out, as it so often is by 
implication, further to reduce its A 
already slender profit margin and 

thus subsidize another industry - 
even though that industry may be a 
facing—temporarily, I hope—par- 
cicularly keen and, in some re- 
spects, new competition. 

“The press of the world is well 
qualified to run and manage its 
own affairs, and it is not for me to 
tell it to set its house in order. For 
even were I to wish to do so— 
which I do not—I am in no way 
qualified to undertake this task. 
| But we do believe that we, by the 
same token, are well qualified to 
run our own affairs.” + 


L.A. Adclub Elects 

J. A. Crooks, advertising man- 
ager, Certified Grocers of Califor- 
nia, has been elected president of 
the Advertising Club of Los An- 
geles. Other officers are Robert L. 
Hemmings, Burroughs Direct Mail, 
lst vp; Robert M. Sample, vp, Bet- 
ter Business Bureau of Los An- 
geles, 2nd vp; Robert L. Hicks, 
Business Extension Bureau, treas- 
urer, and Margaret Erwin, United 
Airlines, secretary. 


NOT ONE 


to the rookie who got an early shower yesterday. = tg cet / 
Yes, there’s a sound difference on WBC Radio, PITTSBURGH, KOKA 
and in the heat-beating way WBC pitches sum- FORT WAYNE. WwOWO | 
| 


mer hiatus right into oblivion. Get the hot scoop WESTING HOUSE PORTUAND, KEX 


«+e BUYS BOTH! 
on why .. . in the good ol’ summertime . . . no BROADCASTING ruven | Che #1 


selling campaign is complete without the WBC PITTSBURGH, KOKA TV 
stations. For a hand in paddling your sales canoe COM PANY, INC. SAN FRANCISCO, KPIX MORNING AMD SUNDAY 
this summer, call A. W. “Bink” Dannenbaum, pom me trol El Paso Herald-Post 


dr., WBC VP-Sales, MUrray Hill 7-0808, N. » A All other WBC stations represented by 


A SCRIPPS. HOW, NEWS?, 
Peters, Griffin, Woodward, Inc aaa ArPeR 


OVER 92,000 DAILY 
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Atlantic City Press 


Rolland L. Adams, President 
Gallagher-DeLisser, Inc., National Representatives 


( k 


fference 3-D makes... and 


ATLANTIC CITY 
is NJ's 3-D market! 


DENSITY of population. 
(A year ’ 


round market of 143,000 people!) 


DEMAND for goods. 


(Over $8 million yearly in drug store sales 
alone . . . 22nd highest per family in the 
US.A.!) 


DEPTH of coverage. 


(Only the Atlantic City Press gives you 
real coverage. It is read by over 80% of 
the families in the Metropolitan Area!) 


* Have you received your 3-D viewer yet? If you 
haven't, write us. We'll be glad to send you one! 


‘Nation’s Business’ Names 
Reynolds to Open S. F. Office 

Nation’s Business, Washington, 
expanding its advertising sales 
staff, has appointed Hugh Reyn- 
olds to the new post of Pacific 
Coast manager, effective July 1, 
when Mr. Reynolds will open a 
sales office in San Francisco. Mr. 
Reynolds formerly represented 
Nation’s Business in the New 
England states, with headquarters 
in New York. 


Willys Appoints Three 

Willys Motors Inc., Toledo, has 
appointed three men to handle 
expanded promotional activities in 


the merchandising of the Willys 
line of Jeep vehicles. They are 
\C. L. Johnson, sales promotion 
| manager; R. C. Woeller, assistant 
| sales promotion manager, and E. E. 
“Ryan, creative director. Mr. John- 
json has been with Willys since 
/1953 and Mr. Woeller since 1955. 
‘Mr. Ryan most recently has been 
|with the Packard-Clipper division 
‘of Studebaker-Packard Corp. 


In Portland, 
The Journal 


'S’ 


In Portland, Oregon, the Salk vaccine program 
was at a near standstill. People were either too 
busy or too disinterested to take advantage of 
the now proven immunization from this drug. 
Then The Journal decided to fight it out with 
polio. Arden X. Pangborn, Journal editor, as a 
spokesman for that paper's continuous public 
Service concept, approached county medical 
society officers with a plan to sponsor free school 
Clinics to get the innoculations under way. From 


You can’t sell Portland without.. 


that point, things moved swiftly — with other 
groups joining in. The Journal crusaded vigor- 
ously with its news pages, The amazing results— 
in only 6 weeks, 67,713 shots were given, The 
campaign ended with nearly 90% of all persons 
under 20 years of age having received the shots! 

This is another example of how “the news- 
paper with a heart” influences Portlanders to act 
for the public good. It shows why your advertis- 
ing in The Journal brings such fabulous results. 


The OREGON JOURNAL 


Represented Nationally by O Moro & Ormsbee, Inc. 
Olfices in New York, Chicogo, Detroit, 
Son Francisco, Los Angeles; F, A. Bortlett in Seottle, 


EVENING AND SUNDAY —Home-Owned. 
Published in the interest of the Pacific 
Northwest country and its people, 
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Philco Radio-TV 
Line Gets Heavy 
Magazine Push 


PHILADELPHIA, June 11—Philco 
Corp. will use a heavy schedule of 
magazines backed by local news- 
paper advertising to promote its 
new line of television and radio 
receivers. 

The concentrated programs will 
be launched in August with a full 
|page in The Saturday Evening 
| Post, followed by a series of in- 
btnees in Farm Journal, Life and 
Progressive Farmer for tv. For ra- 
|dio receivers, Holiday, Life, and 
| SEP will be the mainstay of Phil- 
|co’s national consumer magazine 
campaign. This will be backed up 
| with both institutional and “part- 
|nership,” or cooperative, newspa- 
per advertising. : 


s For its new line of tv receivers, 
using the theme of “H-TV” (for 
hyper power-tv), and for its slen- 
der Seventeen portable line, Philco 
will begin its newspaper campaign 
;on Aug. 17 and will run every 
| week in all tv markets until Christ- 
|mas. Institutional ads, paid for by 
|the company, will not list dealers 
who will not share in the cost. 

| Philco also is launching a cam- 
|paign in June for its Duo-matic 
|washer-dryer combinations under 
|the theme of “Sunshine Special.” 
|The heavy load for this drive is 
| being carried by tabloid-size mail- 
ers. ADVERTISING AGE was told that 
a total of 10,000,000 such mailing 
pieces will be distributed during 
the coming month by the company, 
its distributors and dealers. Local 
cooperative newspaper space will 
‘be used to support this special 
drive. 


s Max Enelow, Philco advertising 
director, speaking to some 1,100 
distributors attending a three-day 
meeting, urged them to devote at 
| least 25% of their ad budget on the 
|“partnership” plan of co-op adver- 
tising. 

He said dealers will have extra 
money to spend on local advertis- 
‘ing since they will not be sharing 
'the costs of factory ads. 

At a press conference during the 
| convention James M. Skinner Jr., 
|Philco president, echoed previous 
| statements that color tv is not yet 
ready for marketing and that Phil- 
co will not release a color set until 
all bugs are ironed out and prices 
|are acceptable. 
| Declaring that Philco should 
show a profit during the second 
quarter, he said the company’s in- 
ventories are at a record low and 
production costs are down. 

Tv set sales are 13 to 16% ahead 
of a year ago, he added. 

He said he is more concerned 
about white goods than tv. + 


Flo-Seal Names Agency 

Flo-Seal Corp., San Francisco, 
has appointed Beaumont & Hoh- 
man, San Francisco, to handle its 
advertising. Flo-Seal is licensor of 
a patented pouring spout design 
that provides cartoned, free flow- 
ing products with a pouring spout 
requiring no additional production 
operation. Plans call for trade ad- 
vertising and promotion with con- 
sumer advertising to start when 
cartons are available through li- 
censees. 


Stauffer Names Avery-Knodel 

The Capper division of Stauffer 
Publications has appointed Avery- 
Knodel to represent WIBW and 
WIBW-TV, Topeka, Kan., nation- 
ally. W. L. McKee, WIBW repre- 
| sentative in New York, has joined 
the New York office of Avery- 
Knodel. 
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symbol of 


This symbol means nuclear energy at work. 
Increasingly in many industries this purple and 
yellow ‘“‘flower”’ is blooming— bringing with it new, 
peace-time uses of the atom. Engineers—readers 
of MACHINE DEsIGN—are designing today the 
equipment which will carry this insignia tomorrow. 


Now, more than ever before, design engineers 
need a large and continuing supply of information. 
That is why the information source more design 
engineers use than any other is MACHINE DEsIGN 


Proof: Readership studies show a preference 
for MACHINE DESIGN among engineers in 


@ PENTON publication 


every major industry. And in the year since 
MacuINE DesIcn increased its publishing schedule 
from 12 to 26 issues, inquiry volume per issue has 
increased 2! , times. Average advertising readership 
is up as much as 55°; —the result of giving design 
engineers more information, more often. 


You can always look to 


MACHINE DESIG 


for outstanding readership 


Penton Building Cleveland 13, Ohio 
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Biggest Buying in 
Upotate Wisconsin... 


. is in Green Bay where 475,000,000 
wholesale-retail dollars changed hands in *56. 
In this independent market you'll get results fast for 
whatever you test, tell, sell or show. 
“it only takes ONE in Green Bay”. . . and 
advertisers agree by keeping the PRESS-GAZETTE 
first in national linage in upstate Wisconsin! 
Full color available. 


We say 


All business is local . . . So are newspapers! 


Phil A. McClosky, Manager, General Advertising, Green Boy, Wisconsin ai 


| Rapid Art Names St. Georges 


Rapid Art Service Inc., New 
York, has named St. Georges & 
Keyes, New York, as its agency. 
|The company previously handled 
its own advertising. At the same 
time, R. J. Reynolds Jr., formerly 
sales manager of Advertising 
Trades Institute, New York, joined 
Rapid Art Service as a vp special- 
|izing in visual aid communications. 
At one time Mr. Reynolds was with 
'the New York Herald Tribune and 
TV Guide. 


_Kameny Adds Peerless Stores 

| Peerless Camera Stores, New 
York, the largest seller and adver- 
tiser in the retail photographic 
\field, has appointed Kameny As- 
sociates to handle its advertising 
|Peerless previously placed its ad- 
| vertising direct. Kameny, an agen- 
ey specializing in photographic 
accounts, resigned Willoughby 
Camera Stores a month ago. 
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Every week they reach for it FIRST! 


To sell the great Over-the-Road 


Truck Transport Market, 
TRANSPORT TOPICS 


should be FIRST on your list! 


National Newspaper of the Motor Freight Carriers @ 


TRANSPORT TOPICS —the only national weekly in the truck fleet field 


— blankets the for-hire trucking market and covers all the large private 
carriers as well! It is edited for top management and supervisory people 


— the men who influence the buying of transportation equipment. It’s a 


newspaper, 
news of their industry while its news! 


giving trucking operators everywhere all the important 


Its circulation is at the highest point in history—21,043 ABC net- 
paid average for the six months ending December 31, 1956 (subject to 


audit) — up 12 per cent from one year ago. 


TRANSPORT Topics is published every Monday. Once a month — 
on the third Monday —to its regular paid circulation is added an extra 
controlled distribution of 7,600 more interstate motor carriers. Every 
motor carrier of property operating under Interstate Commerce Com- 
mission authority — 18,000 — receives a copy of the Third-Monday 
Edition! These carriers represent a $6 billion truck fleet market — the 
big buyers of trucks, trailers, tires, fuel, batteries, parts, accessories. 

Whatever other publications you may use, put TRANSPORT TOPICS 
first if you're after the big truck transport market! 


In Its Twenty-Second Year 


Trausport Copics 


1424 Sixteenth St., N.W., Washington 6, D.C. 


SYLVIA SHIELDS has joined Seligman 
& Latz, beauty salon concession- 
aire, as advertising and publicity 
director. Most recently an accoun 


“ljexecutive of Sterling Advertising 


Agency, Miss Shields also has beew 
with Chernow Co. 


Grocery, Tobacco 
Billings Again Top 
Spot Radio Spending 


New York, June 11—Food-gro- 
cery products and tobacco products 
continue as the heaviest spenders 
in spot radio. The categories ac- 


|counted for about one-third of the 
| $48,827,000 recorded for the medi- 
um in the first quarter of 1957 a 
estimated by Price Waterhouse Co 


for the Station Representatives 
| Assn. 
| No report was available on the 
\first quarter of 1956. In the last 
| quarter of that year, the food- 
grocery category stood at 17.1% of 
spot radio revenue. In the first 
|quarter of 1957, it was still in top 
|place with 17%. Tobacco, mean-~ 
while, jumped from 9% in the last 
1956 quarter to 16.7% for the first 
quarter of 1957. 
| Other active categories were 
‘drug and automotive. Drug went 
jfrom 8.2% in last 1956 quarter 
|to 11% in the first quarter of this 
'year, while automotive went down 
from 8.7% in the 1956 quarter to 
|8.2% for the first quarter of this 
year. 

Top product categories for the 
first quarter of 1957 were: 

1. Food and grocery products (1)* 17.0% 


| 


SD. THRU cncdincemansiniin 16.7 
3. Drug products (4) 11.0 
GD, DRT vrrccseerncensazeveess 8.2 
5. Ale, beer, wine ................ ® s9 
6. Dental products ................ (>) & 
7. Cosmetics, toiletries ........ (8) 44 
| 7. Gasoline, lubricants ........ (7) 44 
9. Consumer services .......... (10) «(4.1 
HO, Bee accccessccveserscccccseone () 29 


* Figures in parenthesis denote product 
rank in the previous quarter. 
|( ) Not in previous top ten. 


ARF Expands Projects 
Committee; Adds Three 

The Advertising Research Foun- 
dation, New York, has expanded 
and reorganized its projects plan- 
| ning committee, which is headed 
|by Vincent R. Bliss, president of 
Earle Ludgin & Co. The committee 
|has been divided into three sub- 
|committees: one, headed by Ed- 
ward Battey, Compton Adver- 
tising, will concentrate on the 
development of specific ARF pro- 
jects; another, guided by Vernon C 
Myers, Look, will study explora- 
tory projects, and the third, under 
the direction of J. Kenneth Laird, 
Tatham-Laird, will work on gen- 
eral ARF activity projects. 

The foundation also announced 
the election of three new subscrib- 
ers: Sports Illustrated, Vision and 
the University of Miami. 


‘Life,’ ‘SI' Men Switch 

John R. Leonard, formerly with 
the Chicago sales staff of Life, 
has joined Sports Illustrated’s Chi- 
cago office as sales manager. He 
succeeds Gerhard Becker, who has 
switched to Life’s sales staff in 
Chicago. 
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Advertising Age, June 17, 1957 


Editor Lauds 


AFA Clubs for 
Public Service 


Miami Beacu, June 12—The 
nation’s advertising clubs were 
commended “for service to lo- 
cal civic and philanthropic or- 
ganizations far and away be- 
yond the call of duty” here 
today by S. R. Bernstein, editor 
of ADVERTISING AGE. 

Acting as chairman of the 
jury of awards for the 1957 club 
achievement competition of 
the Advertising Federation of 
America, Mr. Bernstein said the 
judges were so impressed by 
evidences of club activities in 
the public service field that they 
decided to toss the competition 
rules to the winds and give an 
award of merit to each entry 
submitted. 

“This is both an innovation 
and a tribute from the judges to 
all of you, for the scope and ex- 
cellence of the public service 
work you are engaged in,” Mr. 
Bernstein said. 


s Awards for club achievement, 
announced at the AFA luncheon | 
today, are as follows: 

Public Service Through Advertising 

Clubs under 100 members—First 
award, Advertising Club of Birming- 
ham. Second award, Champaign-Ur- 
bana Advertising & Sales Club and 
Women’s Advertising Club of Des 
Moines. 

Clubs over 100 members—First 
award, Advertising Club of the Colum- 
bus Chamber of Commerce. Honorable 
mentions, Women's Advertising Club of | 
Chicago; Advertisers’ Club of Cinein- | 
mati; Women’s Advertising Club of | 
Cleveland; Dallas Advertising League; 
Dayton Advertising Club; Advertising | 
Club of Memphis; Milwaukee Adver- 
tising Club; Women’s Advertising Club 
of St. Louis; Advertising Club of To- 
ledo; Pittsburgh Advertising Club. 

Education in Advertising 

Clubs under 100 members—First 
award, Advertising Club of Fort 
Worth. Second award, Advertising 
Club of Jacksonville. 

Clubs over 100 members—First 
award, Assn. of Advertising Men & 
Women, New York. Second award, 
Pittsburgh Advertising Club and Wom- 
en's Advertising Club of St. Louis. 

Public Relations for Advertising 

Clubs under 100 members—First 
award, Advertising Club of Shreveport. 
Second award, Advertising Club of 
Charlotte. Honorable mention, Adver- 
tising Club of Mississippi. 

Clubs over 100 members—First 
award, Advertising Club of Toledo. 
Second award, Advertising Club of 
Hartford. Honorable mention, Atlanta 
Advertising Club. 


® Members of the jury were 
Melvin Brorby, vp, Needham, 
Louis & Brorby, Chicago; Nor- 
man E. Cash, president, Televi- 
sion Bureau of Advertising, 
New York; Felix W. Coste, 
vp and director of marketing, 
Coca-Cola Co., New York; Rob- 
ert Kenyon, president, Maga- 
zine Publishers Assn., New 
York; Paul Wickman, American 
Public Relations Assn., New 
York; and Mr. Bernstein. + 


KVEC-TV Becomes 
KSBW-TV Satellite 

Station KVEC-TV, San Luis 
Obispo, Cal, has become 
KSBY-TYV, a satellite of KSBW- 
TV, Salinas, Cal. The satellite | 
station will be offered as a 
bonus to network advertisers 
using the main station and on a 
combination rate with the main 
station to spot advertisers. 

Under a micro-wave relay 
system, the stations carry iden- | 
tical programming and are af- 
filiated with the CBS, ABC and 
NBC networks. Fred Beck, for- 
merly manager of KVEC-TV, 
shifts to Salinas as operations 
manager for the combined sta- 
tions and Rowena Kimzey of | 
KSBW-TV moves to the satel- | 
lite as resident manager. ‘ 


NTA Film Network Appoints 
Five to Statf in Expansion 


has added five persons to its staff 
in an expansion program. Alma F. | 


the vp and general manager. | 


Joseph Schackner, previously with 
Mutual Broadcasting System, has 
NTA Film Network, New York,|been named assistan' to the di- 


rector of station relations. 


Peter McGovern, formerly tv 
Graef, an independent consultant | editor-researcher of By ron Produe- 
to the film network, has been | tions, has been named director of 
named director of sales services.| network promotion at NTA. The 
Lynn Cleary Christenson, at one|four positions are new with the 
time business manager of the now | Company. NTA also has named 
defunct DuMont Television Net-| Harry Pertka, formerly on the 
work, has been named assistant to isales staff of ABC-TV, to its sales 


staff. 


| 
| 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


John H. DeWitt, Jr., President _ 
WSM and WSM.-TV, Incorporated 


announces the appointment of 


Hi Bramham 


as 


Commercial Manager 


WSM-TV 


Mr. Bramham has been Local Sales Manager of 
WSM.-TV for the past seven years. In his new capacity 


he will have direct supervision of all national 


and local sales. He brings to his new position a 


comprehensive sales and advertising background 


which includes radio, and outdoor advertising 


as well as television. 
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How Financial Ads 
Added Sell Is Told 
in ‘N. Y. Times’ Book 


New York, June 11—The chang- 
ing character of financial advertis- 


the advertising trade to attract at-_ 
tention, arouse interest and plant 
an urge for action.” 


® As evidence, he points to the use 
of cartoons and rhyming copy by a 
brokerage house, the use of color 
‘-ispreads in The New York Times 
ing over the past 100 years is! Magazine by the Chase Manhattan 
traced in a 128-page book which Bank and the 16-page color roto- 
has been issued by the New York) gravure annual report of Charles 


- 
Times. | Pfizer & Co., published this year in 
Titled “A Century of Financial 


| March as a separate section of the 
Advertising in the New York 
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Sackett Shifts Three merly general sales manager, has C. R. (Hi) Bramham, formerly 
The following shifts were an-|been appointed general manager|sales manager, was named com- 
nounced in the Sheldon Sackett of KVAN. James Gunn, formerly | mercial manager of WSM-TV. Tom 
group of newspaper and broadcast | general sales manager, KONA-TV, | Griscom Jr., an account executive, 
properties. Jack Irvine, formerly Honolulu, has been named general | has been appointed to succeed Mr. 
general manager, KVAN, Portland, | sales manager of KVAN. Bramham as sales manager. 
Ore., has been promoted to gen-| 
eral manager of Radio Station) Cooper Heads WSM Radio Kilbride Joins Ziv Agency 
KROW, Oakland, Cal. He will also Robert Evans Cooper, formerly Robert E. Kilbride, who has been 
have the title of general manager | sales manager, has been appointed | operating his own agency in Chi- 
of the Sheldon F. Sackett Proper-| director of WSM, Nashville radio| cago, Robert E. Kilbride Co., has 
ties, which comprise KROW, KVA, | station. The move marks the sep-| joined the staff of John Marshall 
KOOS, Coos Bay, Ore., and the| aration of WSM and WSM-TV into | Ziv Co., Chicago, as assistant to the 


‘ Times. # 
Times,” it has been sent to finan- 


Coos Bay Times. Larry Lau, for-| two operations. At the same time, | president. 


cial and advertising executives in 
connection with the Times’ 50th 
year as a leader in financial ad- 
vertising. 

Written by Burton Crane of the 
Times financial news staff, the 
book shows how financial adver- 
tising in the U. S. has paralleled 
the country’s expansion. The first 
issue of the Times, on Sept. 18, 
1851, carried an ad for the Broad- 
way Savings Bank, which is still in 
business. Also in the first issue 
there were three small ads placed 
by the state banking department 
concerning banks in trouble. 

These and more than 100 other 
advertisements from the Times are 
reproduced in the book. 

The author makes the point that 
until well after the Civil War, fi-| 
nancial advertisements were mere 
listings. On only a few occasions 
did anyone actually try to sell any- 


CBR ioe in oe 


paeene? 
Beene 


> 


i 


Ear 


Banks led the way in the use of 
pictures to attract attention to copy 
and to help create the impression 
of age, solidity and friendliness. 

“Even in the late '20s, financial 
advertising in the Times was high- 
ly restrained,” Mr. Crane says. “A 
good deal of advertising in 1957 
comes from investment services 
that want to take the investor by 
the hand and show him which way 
to go,” he says. “But back in 1928, 
except for the Babson reports, 
there was almost none of that. 

“Gradually,” Mr. Crane says, 
“financial advertisers have been 
learning and applying the rules of 


thing with the aid of an ad. 
ce | ie ae a 
s In January, 1879, the first ad > ee eee 
showing the condition of an Amer- RR ES 
ican company appeared. Previous- ps ae ee 
ly, some companies had reported; — i; : 

ae briefly on assets and liabilities,; ~ no at} efits, Sy a 
E va but the U. S. Life Insurance Co.,| © dle ae Maal 
ie still in business, was the first to use| , eee .0. « 
a display ad to publicize its annual ae ee SS oe 

report, Mr. Crane says. ; 
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The Dow Chemical 
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FIRST IN RADIO 


' 


S 


| 
| 
| 


| 


1ST IN DOWNSTATE ILLINOIS* 
1ST IN THE QUAD-CITIES 


according to NCS No. 2 


*All 68 stations outside Chicago 


| 
| 


F $s aa: eee ie ce 
REPRESENTED BY AVERY-KNODEL, ae | 


52 new 
elling the big business 


Here) BIG BUSINESS Bookkeopeng 


a 


ell 
Cad 
& & MONROE 


meow 


* > 
fae oe 88 woe i 
‘ « 


Ty 


Company alculating Machine Co Wood Office Furniture Institute 4 Eastman Kodak Company (Recordak) 


Monroe C 


w advertisers are 


‘mar 


et 


a 
Ee ae 
-: : 


eR te eee ee 


%, 


ee is eee me i ty Se ee Sa i Tit Te ie ee ea ar eS Oe Se eae ek es oper i Sh eae ate Pa) ' a ‘ik 
a (yi ace : ees _ i a a . ss Meee ee Dn i res a Orr’ ee ie 2 ae 0 Rat re a aie tig cpr mg ta 19 ae 
_ Beaty ears ag ee a oe es gE a be wee sf grins ja ve: a = Lc A li git a * } eS its: Ni 22 an a Pec tie r at - es ot a es Dee. 
, ee oa eee = rena ee Se at eit a) gegen S| ba sy a ene ee a eee ice cae 
ee ee OR Pe i ae Se ee ee 
See : : Fass Fa isi Di aa ee i: = ie ee a Oe 
a ve 
e, a 
| a 
iad 
fleet bg 
3 : 
= - F 
ul 
Bek ; , 
Rast’ — - 
{ > a ee 6 6 8 6.6 636.6 65a e- eS eo 8 Se SO 600 ORO Oe SOOO Se Se oe eee ee ee ° *. ; . ‘ a 2 2:2 6.0 i 
ene 2° 6:6 ¢ & Oo Bee Be ee o . Pr oo Oe Ge Cee oe wee po ee CY ey Oe Ae ee bea er Ve ee Be ee ee os Oe ee ee ee ee 5 
: a «es 6 6.0 -0 a «© 6 ote ee be 6 0 0 6 CC Oe AOS 3 oO RS Ore oe rt 6.8). 9. ree Soe 6. 8-4 2 eee 4 é 
ei bese FO oO eS eee eee © a.e. e+ ¢ 8 . i 6 0 6."e'4 1 6 2 f°) 2a eae ae et eS Re ee ee 
: oe lel as Tey Me ee ee ee Me ele ee ee ae a a e6* 6. © 6 @ €&2 © ehhec 6.8 66ST Oe Oe oe. 6 6 o. 0 
5 H . * * * . * . * . . . se ‘: . . . * . . , . * . 
3 | F 
; a on © 2 @ 6 2" 6° Vea . . . ta. oe . > = ° ° . : ed ate ihe . , = ° s © 8 
aE 77 : ao: Oe Ce ©. @). 878 . > eo. ae * . oe ee Sag “ s éa5 “i \ 
ieee : * . . . . * . © . . . & og . . . . * . * > ae . . . . . . - 
Ee : be. :6 2658s. 0 Bees . . . . . a 8 Oe Re . or a. 2 : 
Seo = Sa 6 6 &¢ 6 @) ek ae oe 9 @ 6 © 6 6 6. © O28. 0's era @ os } 6 6 2.6.8 £2. 4. oe. Oe eee, ©? 
ee = | a 
ae & ae) lem & 6s. eo ere eee Ss eee fe he lel lk 8. Lt lS UB Se eS 2 anM6 Tore © 6 et ee 8m 6 ee eee 84 2 : 
Re i ST “ee Oe eS Oe te oe, . a. & (eee 6 es oe ee £ @«¢ 6 6 6. 6 Bee. (fe... 4 8.8 2 wae a A en ee . s @€ 2s 6 = @&ee i eS SF ae i 
ie x et : — — — . rem 
= o- ua 6 ©) »'.2>% os «€ ca Si — ea ne watts tes a7 ee F, 
Mi pa: oe a > * ri 
¢ - . . . . . | = * ee A i ——< : : . . . * > : . . . an oft kom 4 te 7 . . 
i ¥ d ‘ be bb barty den on Dartene, Cal ; O ule ! > f i 
. . . . Se Ve - rt . . . . . . | . <a -_— 2. » 
: = Saad ary ’ } z : 
. ee . . ~- . ae a “oe oa oat na _— © - 
ek a - ; 
3 . ‘ 2 = q => Be « : * «*% 
; a oe tn . 4 J 
. 3 * ee ere n ._- 
. 4 - = e © . / “ * * fs 
3 s F “4 = R 
. 5s q » = 7. * _—- ie a : ° *% 2 
. ~ *-* wt . ty >. ~ 2 
7 me a ie 
. a yt >< sa 6 ~ = s Bae ee , 
4 . a 
. : —e * * i oe. a i 
. at 7 ore  @ wa : 
Equitable Life Assurance Society of U.S Trane Company The Anaconda Company : 
» * * ’ * * * * * . > * >. * . . . . * . > * . 
* * * > * > > > > * * . * * . . * . . * * . . . * . > * * . * * * . > . * * *.¢ * * bel . * * > > . A 
: ; ee 6 e. © 6S. 6S. ©.6. Oe eS a ee ee a t fore iw 2 . 
eR aa : ce we 8 Bene Ome es : pe 2 
ie nel ’ ae 6. 6 6 449 & 6 oa ae few ot tok Ge worry ae - ¢ e 9 ote ek ye. _.. ; 
moe ae e “= dw wee - a . steht we us , se : 
ee: ae 6 6 2 6a & + SCOR ee. S ? a. © bs — *_* * . —. - z 
i ‘ ae : ‘ - ; 
: ' e186 « «:8 0 ¢« @ 6°6@. 2 @ 6 € 0 ie. wl & : - ee *** 
; e : - 
t * a. ss 6» © 8 © 6-818 8 Boe ae + = s x ee ee A 7-8 
Bee ee id 4 . © 4A Tr a s - 
i? Se i co ee. £58. @ ©. Gt, ee ae A a q 72 _* *-*e < 
a $ R ‘ 
od f Nt Met Cie WA a Sat ee eS te Pe ee ee Pe Pa ae a ah _ & > , 
= ae) ba Pie. @€ 6.6 6 6 bh. oe ie. B40 3s. 228 A — ee © fi ; *"_ * * ive him the beneflt of 43 yoors > « & 
ere | f y of dam servne eapermnce 
a | : a Se ae aes 8 Dvr’ ee ee _ @ hee cn. i 
— - ss \ , * et OE pe SO Pe ee . . . . . . e*s we - , . ; : e . - = 32 
alt | bi 4 owecers eovees . 
oe - a “ ae: S' £76. 6 8 © 6 Bi O44 88 Bo, -— © © ~ - . . . Marthond (SE 
4 . =| aa? 
= 2 * * . * * . * * . > * > * . * . § ~ * * . . * . > . 
: £ 4 ee ae ten, a 
é oa 2.6 8 0@ eo & 2 6. 8°) Slee _— Oo: @ -» © e *_* * 
' Phoenix Mutual Life Insurance Co Hartford Fire Insurance Co : 
————— “ee ae ee ee ee ee . re) *s a o 8 ¢ ag ee. &s 4 
oe 3 eT cage meee SS hs uy ee ek Oe ee OS a ae ee ee ee eae RR ee Re i i Mr a. lake hea : 
4 o-'a"* © al: 2 f cy a eo Bae. @ “_* «* ; 
eS ee h . See cat) oth Mecertat Mie often : 
Mea . 2 ety oe oad , aie » «7s . 
a aca . F adh ns gene eC » % 1s im ’ 
Eat br 4} = ¢ f : . ; = } ya ; a ’ 
Pol ee iS Pa ** * 5 ¥ ee ‘ ee : — * ° / a 
Se er eas J - - % . 
ie 0 o ee at nm : 
eld en f oe | ~ ye ® : —_—a” @ s a9 i > © & ( 
7 : / " | :% 
al > y « *_*« « | a . > oF - ae. T > Pe) as -~e -¢« 
° f tm eee od ' ~ . = »% 
“ bd ca & é am ..6. 4 a ee ‘err a, & * v fe -_. @ : 
Bias ; 4 7 ae =3 ee 2 \ 
i 7 4% £ - a . * 2 ” 4 n I" ’ werrerrre P S 7 fi 
A nil < % 4 oc, 3 a.” ee = & © *- e+ le - ae ‘ 
7a seaemors ° hh ‘ ; 
see ~, (xy |. [Se nes P| ew l @ oi is .-4 
eo ‘“" o i => 
We 4s rue 3o* eo: o>» Bax £0 em: @ ae, m_ ? * 
* es _— . OF ef PF GEN ioe eS - — 5 . ‘ mB OK 2 email a ao a a 
Ege Per. re ae eaiaecall —_ — . *« : re 
ea a 
a a Aue | 
Pee td "hte . °.8 :. 
— aa ee en ee 7 eae €§ 6 See 8° BE Bee © @ « j 
a fees cel ee ee SS ee 
me 1 
A we | F = ee ee ee at oo we. - Cae. ee eS eS 6 
aie . . . . . . ti? 
1g. 
a iin hte | Nn Bic? 
es - * . . . bd . ° 
poe | 
<s ik oe Yea 6° 6 ww us ot ie Se ee” ee F 
es it s eo oP ce Oe oe. 
oe: SOE IN 0 OG ee ee oe ae ey ae ek Va, ot ee ee ee ee Re ee eS Se 
pe i : eC Ow tye. Oc 6 6- %) op ce Be ee 0: Oe Oe ee Ae 6 ee! SS eee ¢. ©. *5% Bee Aa eer, 8 Se © 8 Be le 
ae ; : 
ne eas d — id — 
Te P&G) me 2 5 epee TT . I kp AIRE IOH oo : 
ae “ on pee OT igi aah oS i peg Sts RR ergs brgrite ; 
3 ae a om ds AER SE, er ae ¥ Sod Boks < ~ : . ome tn ae ete, am pe ry te fo b ; : 
oe ee ean ne ee a) ee en cee ee la ee ee : 
eo eee SS eR eee). eae 7 oP Ge . TORR CS a pee ake ie! 1.) 2 Ok RM i ee me a a ad Dg ee ee ee | ee - a nS ER ee ee ae Ae a ee ee 
Pee eae. ea ge igs ae i) piggies 5 1k, = tie eyed me TS Tare he Me Wee. ee eae. 3 Pho es eee ; Ae pete ee ey ee hala “eas pers Ripe ss ee 
es or See ae ei ae cei eka pecan! hays Caran Ge mee Tate Tale cle yi Pe a eae ee ee pete | eee Bee 
Steerer ave Me et a Se gone eae Yo oe plage ee eee eee ee Ame ek ee ee % ONE Ae Agcy fle) ne pk Cre eae ¢ nests ae ea tg) Aan Sa th a i a ; 
oe ree a Ap Ye Ae, ey ee Wert og? cr Me ee ee RS De eee a a: Fe 8 Pe pena foe Sol ae og eS ee ee Wb a eyes See ton! aaa iy ee eet Bes. «Sapa he ge ess ae a 


Advertising Age, June 17, 1957 


Newspaper Appoints Four 
Four executive appointments 
have been announced by the Eve- 
ning Register, New Haven. George 
F. Bazin, advertising manager, has 
: been promoted to advertising di- 
q rector. Donald A. Spargo of the 
3 Register’s staff succeeds him. John 
F. Hine, local advertising manag- 
er, becomes assistant business 
manager, and William K. Coates, 
advertising solicitor, has been pro- 
moted to national advertising man- 


Outdoor Ads Oftset ‘Sensory Deprivation,’ 


CamBriDGE, Mass., June 11—New tails of the report, said: 
findings reported by psychiatrists monotony of driving on the new 
at Harvard University medicalsuperhighways is conducive to 
school reportedly confirm earlier personal error, perhaps in part be- 
studies made elsewhere on what cause of the phenomena associated 
are called the beneficial effects of with the lack of stimulation or 


|excessive fantasy ge a ma 
p /nomenon characteristic of those 

7 ivi 7 te subjected to sensory deprivation.” 
Aid Sate Driving, Says Harvard sychiatrist piortes rT eek eo anit 
“The | Outdoor 


Advertising Assn. 
| America, supports laboratory stud- | 
lies previously made by Dr. A. R. 
| Lauer, professor of psychology and | 
director of the driver laboratory | 
at Iowa State College, to test the 


of | F 


outdoor advertising on traffic safe- sensory deprivation. 
ty. “It is not only falling asleep 


er efficiency. 
Dr. P. Herbert Leiderman, Har- which is the grave da> ger, but in- 


| 
ager. vard psychiatrist, in releasing de-attention, mild disorientation and ‘ws Dr. Lauer pointed out that his 
ag PER TRC i lah A A RT el i RTE BRE EY ENR NB it 
sin eee OE ae 5 , -* Ls I mr % a” =f Sit bi 
4 Jouceeeerr es a De EDS Fe by mage ae er pint " gob 3 or ee = ae 
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Airtemp Div., Chrysler Corp ri 
* . * » * 
. . . . . 
* . . * * 
. . . * . 
. * . * * 
— Norfolk & Western Railway rite 


A partial list of bee ee 
tho! 


NEW ADVERTISERS IN NATION’S BUSINESS et 


Airtemp Div., Chrysler Corp. 
American Writing Paper Corp. 
The Anaconda Company 
Corry-Jamestown Mfg. Corp. 
Cunard Steam-Ship Co., Ltd. 


Minnesota Mining & Manufacturing Co. i. a 
Monroe Calculating Machine Co., Inc. . 
National Blank Book Company 

National Car Rental System r if 
National Gypsum Company 


ss F. W. Dodge Corp. The Nestlé Company, Inc. Bea fs 
es The Dow Chemical Company Norfolk & Western Railway IE fy ca 
ss Eastern Express, Inc. Phoenix Mutual Life Insurance Co. Sa oar aa & 
‘% Eastman Kodak Company (Recordak) E. George Schaefer a e 
oA Equitable Life Assurance Society of U.S. Sheraton Corp. of America eee is 
eit Hamilton Manufacturing Corp. The Stanley Works Le ae © it ae 
rs Hamilton Watch Company Stran-Stee! Corp. a 
nd Hartford Fire Insurance Co. Trane Company a io< @ © s ¢ 

“+ Insurance Service Associationof America Western Pacific Railroad ia 2 ¢ ss 

fa. 0 The Lincoln National Life Insurance Co. Wood Office Furniture Institute is + = 2 

G«% 


effect of roadside stimuli on driv-| 


52 new advertisers contribute to an 18.2% increase in 
advertising linage in Nation’s Business for the first half of 
1957 over the same period in 1956. June is the 18th con- 
secutive month in which Nation’s Business has shown an 
: advertising linage increase. Reason? Nation’s Business 
‘ gives advertisers greater circulation among owners, part- 
ners and presidents than the next two business magazines 
combined. Of its 779,000 subscribers, 550,000 are on the 
ownership level. Action in business results when you ad- 
vertise to America’s key executives—in Nation's Business. 


779,902 PAID CIRCULATION 
(A.B.C.), including 75,154 executives 
of business members of the National 
Chamber of Commerce and 704,586 
businessmen who have personal sub- 
scriptions. 


711 THIRD AVENUE 
NEW YORK 17, N.Y. 


Cleveland « San Francisco 


ADVERTISING 
HEADQUARTERS: 


Washington * Chicago 
Philadelphia « Detroit 


Faber 


DAVID M. BAYLOR, formerly general 
| executive, WEWS, Cleveland, has 
joined Lang, Fisher & Stashower, 
|Cleveland, as director, client de- 
velopment. 


experiments indicated “numerous 
| signs in the driver’s field of vision 
|in no way influenced efficiency at 
lthe wheel, and in fact seemed 
slightly beneficial. 

“The difference,” he found, “was 
about 10% in favor of conditions 
with signs.” # 


|\Don Lee Advisors Named 

Frank Loggan, KBND, Bend, 
Ore., has been elected chairman of 
the Don Lee Network’s affiliates 
|advisory committee. Other officers 
jelected are Benton Paschall, 
|KAFY, Bakersfield, and KRXM, 
San Bernadino, representing the 
California district, vice-chairman; 
Mrs. Vernice Irwin, KVI, Seattle, 
| representing the Northwest, sec- 
jretary, and John Cohan, KSBW, 
Salinas, and KVEC, San Luis Obis- 
po, for Southern California; Don 
McCormick, KYOS, Merced, for 
| Northern California; Harry Spence, 
| KXRO, Aberdeen, for Washington; 
| John Hogg, KOY, Phoenix, for the 
| Idaho-Nevada-Arizona district. 


McGraw-Hill Releases 
|Report on Pricing 

McGraw-Hill Book Co. has re- 
leased its newest Consultant Re- 
port, “Pricing for Profit and 
Growth,” which tells about tech- 
|niques of pricing a product, mar- 
| keting it successfully or introduc- 
ing a new product. The authors 
are Albert J. Bergfeld and William 
R. Knoblock of Stevenson, Jordan 
& Harrison, and James S. Earley, 
professor of economics at the Uni- 
versity of Wisconsin. On a single- 
copy basis, the report sells for $15. 


You're in 
good company 
on WGN-RADIO 
Chicago 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! 1957 promises 
exciting new programming to 
make WGN's policy of high 
quality at low cost even more 
attractive to you. 
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For the full year 1956... 
and first 4 months of 1957... 


again leads 
all consumer magazines in pages of 


© HOUSEHOLD FURNISHINGS ADVERTISING 


— beginning the 14th straight year. 


all consumer magazines in pages of 


FURNITURE ADVERTISING 


—beginning the 12th straight year. 


all monthly and weekly consumer magazines in pages of 


© CHINA, GLASS & POTTERY ADVERTISING 


— beginning the 12th straight year. 


sa 
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all consumer magazines in pages of 


e CARPETS, RUGS & PADS ADVERTISING 


— beginning the 14th straight year. 


all consumer magazines in pages of 


WALL COVERINGS ADVERTISING 


—beginning the 12th straight year. 


all consumer magazines in pages of 


e MUSICAL INSTRUMENTS ADVERTISING 


— beginning the 3rd straight year. 


all consumer magazines in pages of 


MAIL ORDER ADVERTISING 


—beginning the 15th straight year. 
Source: P. 1. B. 


wes. Yo ald a ee ee I ad oll i  «._.. ae ee Sj ne: Ss hs ae ‘ Chretien =. A Se ae MAS TRIE! i, ent ae 
ee as ne. pe ie ee ile. ca eee Oa eee te as oe ee ge 
ee a Gear See ete 4 ey Mmm Ea a = : 2 eee 1 ae ig , per eel Coe NPT Fee a 2S cea Amer cae Dore 
Papa cae) Rig ad ee ee ee er ee, ee 2 ie eee bic, eerie 2 a yee ee ue ee ee ; Wa Et Oa ares aie Peps Beta oe 4 ee a ee ee —_— a ey es se? Begs 
Re et Me a (ee st se: ee eM. om ence pe ie: ray Oe ee ca Di) emmettodcnt - er BIS Ss ot . 
ee rome ae: oaeees ees fo alae inert ictal ee, Sette” a aie eer. RR ere Pee oe EE ee Pk ae Foe My ean eee 
Cee eee nes Gee oe Rae pes ee iy ee 5 Te a a a RI oo ee gy oc, ke a ee lee SN ese ee re 
2h in ata » 9 deans he ~ Pe ee saucy gots 4 ah a Nal a . ar Te ea ee | na Eo ae Pee er PRY oie tiers Bees i 
ae ies aaa a a "ae Bake sa em ae I . cook cei , a ae pee Se a DOR "ag ee ee ae ¥ 
i eo s 
te 
‘eee 
5 eae 
ee 
preg Oe tee 
Spetintes ‘ 
ae ee 
“@ 
a 
Ws 
- er A a ee uv 
we . all 
‘ . ‘ - eee : 5 Spree oie Na ett: es: oe 
us ‘ Bch bie ieee — Se ce Se ee ee se ie ee 
90 ; te nt a eta ee eae _ a aie k el la. : alae ee si | aie | | 
; My i eee |e , Se eee. Rees 2 :agilemeee Seat 2 
ae Ses oe eee a Pe Sn a — it = = “he Kile is, se 
| eos Fos ee nig : aa 113 rar een . 
o Peg Boy X . ; ets ‘ ee, 
ities Pais 4 
Py a EE! or heii cgles 
RF Mees ot Pere 
- a a te a A Sa my 4 i 
oe Teas te Pe id a i _ 
BS oi ma bi. . =, ¥ %: a 
ee ae zi ; : - e 
ne) * ~ ees a a yi Puts 
ee - naa 4 ene : 
an ay Fi " on SE 4 
ue Shee ok P 7 Pe ; : 
ae * aime ms ee >i tira R 
; a Se os ms # ’ a Lee = t 
A >. s J a ta. es. pes of _ 
ee ie . om, : ce ‘ 1 Fy kA pal M 
are : : Pm IN ; oy tag a tae ww : , ‘ 50c 1523 eee ? 
ms an > —— i ae Py ae = es. eee felon tm er mnt Se gran 
a Vie nn ee “ og ie na = iad ei Die mea 3 ) oe. oe 
; ue . — Ten ae eS «9 cee am eae eee . : A dei , 
ah EEG ets. sas 12> age ot gale ae = = seit a : 
/ Ors ' . - x ee} o . - 
nla ? eee 2 i ene . “ 4 athe. . 
‘2 " — = Pens . pd nme a ~— 
4 Y, ‘ , ie - — .- = , toy f 
eae: ty par! | 
piece 2 fee 
uy oe es ae ‘ 
=a Se See 
oa eee cee ' * a 
a se aa J f 
: ape or el ee? td ie r 4 
Es ree ee. Pek : 
. GS et Ale hc — * , 
23 ’ : , 4 
i . “. nee ‘ 
a. , ~ ‘ : 
E # ie ‘ 
‘ “ a 
i a > ; 
: ; j . 
ae 4 = 
& da \) - rj K! 
2 eee fs 
a 8 A 
BT . 
; . ; 2 
. f ; 
‘ ‘ 
‘cam ¥ 
Stes es: oad ? La ‘ 
ia en eal : a i ‘ i | sii 
nate a we. 
i og Ye | 
Pie i — A 
ae oe + # if 3 . 
pets fi 
Bees! ‘ 4 
Pe et, ? # P 
be Sf | : ) 
ein a , 
iit % : ; 
“ a “t : 
cant a Ly 7 gs rt 
=a tune J 
. t ‘ 
“94 7 =f 
Fl ‘ te “ 
+ ’ : a 
; f ’ 4 
. ; f F 
A ath Ff 
1] ¥ ™~ , 
7 ice i 
an) —— ; 
re : . i 

a eS OS Ses 
Po : eA » : | 
bes —hUmW he ; . 

ah : *" ; 

, lay 2° , 
. ae ; = ie * 
Setaes . j 
Lai “ee : ge “8 ie $ 
v ee ce a yy ee r 
ae Bo eres “ ie % -* of 
a. We LAX : 
7 - c h 7 - ? 
al y p 
Lr : y 
es ee 
: , " M : 
7 ‘oe \ < Se = re 2 
ae Dor a od bad Si ES, 
gt ites 
pe p : 
as = Me a a - 
Re ; —_ se) : 
"e i 4) ’ kn ‘ 2 . , 
ele ¥ \. « P ‘ ? 
ie " ey ‘. 
ro Pa a 
oo 
: ae yan 4 
ae ge, ee ™ 
: eos 
= oe Jeg 
oe or. e- ; 
er cees oie ~e oe eae : 
SS ad an ir eects. 
ne be ce iat ne Be ek ey. 

ae Sy ee ae ie ake ae Ney 
ees - a ats es 1 2 
ELLIS eT Oe Sar, pie 
ph he SER Peay ies = ; 

i PP cae hes a Pe 
— ey 3! | et 
= ef ies a 
Leelee ee 2 de At ges 
ay 7 =e ee ie ad. ee 
ie ae Fe 2 eae 
ey cbs ATs ater pce eek = aoe ‘ anangnieaae eae pea Bil ae een ; mates ee a Ft er GER ah 
jot ee = eye aaaeeagae Sas Dies di lap tg a Ht Re: Se aes eee ren a Be ee Tae 
ae Cae TO | Ses ere Be oie ee Bitagees. So ee ta se Wet kee ee Se CA ae | 
eg E Merete ae ne aie ise nee ae sa Me pe a el ee + ee os Saeeent oe Ones yes, Lane Bie cai) as ae | Bas ‘ore y 
ae mt ‘e ; : i : ot Be ak , : i Aig he Ets i es ee Me : "y: can. - ge ee : * ‘ 
ae ~ ao 
sic . | 
ie 
a 
- 

Paes Pa sn ars ' ms a = — oe ai haik fiom ie ’ i - ce a _ - _ ee aos : CEE GE We e Bh awd a 2 
a . pee en PPR eee Bee ae, ba & 2 lett g isis Sea PSU eee: ee ee bie teet Ss 2) a, oad eee dig Si ee Pe A ieee ier ee Peete i ce - AR 
es a ek OT tok Ege es a en ME IM de ee 

oo ee aver \ 28a ee : sn , Sige eal eae et ek ee 2 IG eed oa cull gees ane? ren Pier er tec ek a eR ae ee os an ath ng en Rr 

a = po nd B Sinise bo, PRC ber ete z A a 4 4 iia t= by) 6 ag ait E. % es Re DL eg ac eee Whe a a ae eee Pee He, i, Boas: g at ee wie eee cia Wy tae wey 

gies pees tee ified pipe. ut, Serres Sih he eer ¢ rs aNd Eee tse aebareiot so ; Se ee Wins ces aea $34 Rio + 4 eee ig Seana malate a a wee fai Mera ts eS Cada 
iP he | 5 bc aint Oa io eee ae PS hee tae ee Pe & MTR ye TEs Se UN ge keg a en ae A ee eee a ow once heme talg I aca ig Dit Se A A Bile 6 Sh kg es Rg Or pele a nee Gamat so Cg ei fe am AlN ai ma crt 


ie... 


sells both sides of the counter 
Over 60,000 retailers are paid subscribers 


(According to published reports House Beautiful enjoys a greater trade circulation than 
any other consumer magazine.) 


2 


weessepar ss 


Retailers spend their own money to promote House Beautiful — advertised - 
and-mentioned products in local newspapers because they are aware of 
House Beautiful’s tremendous power to produce store traffic and move 
merchandise. Proof: 


HOUSE BEAUTIFUL LEADS IN RETAIL STORE NEWSPAPER TIE-IN ADS 
For full year 1956 For first four months of 1957 


Features Lines 


Circulation 


Features Lines Circulation 


House 


Beautiful 445 | 1:061,357 | 307,028,600 1895 | 409,965 | 130,304,200 


House 
& Garden 2274 | 816,524 | 291,475,400 892 | 218,183 | 72,135,100 


Living 2494 | 859,172 | 156,715,000 712 | 203,307 | 39,891,700 


Source : Advertising Checking Bureau 


Over 700,000 Pace Setter families 


with an average income of $14,750. With over 5 readers per 
copy, 4 man-woman audience of over 3% million readers. 


% For the many more reasons why House Beautiful can help you sell your product, call us today. 
House Beautiful Magazine, 572 Madison Avenue, New York 22, New York. Advertising 
Offices in Atlanta, Boston, Chicago, Cleveland, Los Angeles, Tyler, Texas 


House Beautiful . . . a Hearst Magazine 
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‘OKLAHOMA 


MISSOURI = 


(eimaly MARKET! 


The FORT SMITH Market includes 
14-county Retail Trading Area 


Only the Fort Smith Southwest 
American-Times Record covers the Arkansas- 
Oklahoma border market . . . a 14-county 
area with over 365,000 population. 


Put Fort Smith on all primary 


aS ee 


soorr ARKANSAS 


UAT MER 


seat metropolitan area schedules! 4 | 
» 
: / 4 -="uar 
GET THIS CONSUMER ANALYSIS OF FORT SMITH an. em 
This exhaustive survey of buying habits ond brond "is j | 
preferences covers foods, beverages, soaps, house- ; 
hold appliances, frozen foods, dog foods, and 
other products. It shows retail soles per household Forr 
24% above the national average. Write for your ARKANsas 
free copy! 
2®@66 
YOu CAN'T SEL ARKANSAS WITHOUT THE . ; 


Sonthwes! American ial 
FORT. SMITH TIMES RECORD — 


Peadergrett, National Advertising Menage: @ Notional Representatives: Arkansas Dailies inc 


Harry Saul, Veteran 
Canadian Newspaper 
Adman, Dies at 67 


Toronto, June 11—Harry Saul, 
67, dean of Canadian advertising 


|men, who for more than 40 years 
| was a newspaper advertising exec- 
_utive in Saskatoon, Regina, Winni- 


peg and Toronto, died June 3. 
National advertising manager of 
Thomson Newspapers for the past 
two and one-half years, he became 
ill a year ago, although he was 
able to resume his job for a period 


| last fall. 


Born in Birmingham, England, 
he came to Canada in 1908. After 
several years with the Winnipeg 
Free Press, he went to Brandon, 
Man., as manager of one of the 
newspapers there. 

He then joined the old Regina 
Leader, now the Leader-Post, be- 


|fore leaving the newspaper busi- 
|ness for a short time to farm near 


North Battleford, Sask. He re- 


NTS 
{NIT 
ASU MTARSIOS 


* This picture might be captioned: “Agency 
Man Shoots Magazine Man!” That's because we're 
indebted to G. W. “Bill” Freeman, Marschalk @ 
Pratt Division of McCann-Erickson, Inc., who was 
camera-quick to record this tableau, 


Washington 6, D.C. 


If you have recently read an item in your news- 
paper, credited to The National Geographic 
Society, about how it is against the law for Lis- 
bon’s fishwives to go barefoot, you may bow to 
the gentleman shown here. 


His name is Windsor Booth. He is chief of the 
News Service of The National Geographic 
(and 99% of the information it distributes 
daily to newspapers, magazines, radio and TV 
is, We assure you, more cosmic than this par- 
ticular tidbit from the banks of the Tagus). 


Mr. Booth—who, like most National Geo- 
graphic personalities, gets around — is seen 
here feasting a Florida jay upon a goober pea- 
nut. This was at Stetson University at Deland, 
Fla., where he had been invited to talk on 
why-&-how The National Geographic enjoys 
such extraordinary press and public relations 
throughout America. 


Windsor Booth was quick to point out that this 
outstanding goodwill accrues to advertisers 
whose products or services appear in The 
National Geographic. Or, as he puts it with 
surprising promotional hepness, “the goodwill 
enjoyed by The National Geographic is not 
peanuts and it is not something for the birds. 
It is an asset built and cultivated over 70 years 
of editorial integrity, business acumen, and 
helpfulness to the public and other media.” 


We couldn’t improve on that. But if you want 
to improve upon your acceptance among more 
than 2,000,000 high-income families who never 
miss reading The National Geographic every 
month... well, you just let us know! 


NATIONAL GEOGRAPHIC MAGAZINE 


Advertising Age, June 17, 1957 


turned to the Leader toward the 
end of World War I, then again 
went to Saskatoon. 


® Returning to the Leader in the 
1920s, he became its advertising 
manager. He returned to Winnipeg 
in 1937 as advertising manager of 
the Free Press. 

He was director of advertising 
for the Free Press and the weekly 
Prairie Farmer until 1954, when he 
joined the Thomson group. 

Well known in advertising cir- 
cles in Chicago, New York, Mon- 
treal and Toronto, Mr. Saul helped 
set up many of the advertising 
policies which now are standard 
practice on newspapers across 
Canada. 


GEORGE H. REICHARD 


PHILADELPHIA, June 11—George 
H. Reichard, 75, former manager 
of the Philadelphia office of 
Scripps-Howard Newspapers’ na- 
tional advertising department, died 
June 6 at his home in Alden Park 
Manor. Mr. Reichard was a native 
of Grafton, O. He worked in the 
same department at Scripps-How- 
ard since joining the newspaper 
chain in 1905, working in the 
Cleveland and New York offices 
before coming here. He was man- 
ager here from 1928 until he re- 
tired in 1950. He was a member of 
the Poor Richard Club. 


KARL SANDERS 
Los ANGELES, June 11—Karl 
Sanders, 55, a native of Riga, Lat- 


| via, senior art director of Hixson & 


Jorgensen, died of a heart ailment 
May 26, while yachting. During 
nine years at Hixson & Jorgensen, 
he was active on Richfield, Chal- 
lange Creameries, Citizens Nation- 
al Bank, Flying Tigers and other 
major accounts. He was a member 
of the Art Director’s Club and of 
the Feather Club, a yachting so- 
ciety. 


JOHN B. BELTAIRE 


RIDGEFIELD, CONN., June 1ll— 


John B. Beltaire, 63, who retired in 
| 1953 as vp and sales director of the 
Frank H. Lee Hat Co., Danbury, 
died of a heart attack June 7 at his 
-home here. Most of his business 
| career was spent with the Lee con- 
|eern as a traveling salesman. In 
the 1940s, after he had been with 
Lee for more than 25 years, he 
joined John B. Stetson Hat Co., in 
| Philadelphia, returning to Lee aft- 
er five years as vp and sales di- 
| rector. 


ABRAHAM O. STAIT 

PHILADELPHIA, June 11—Abra- 
ham O. Stait, 64, secretary-treas- 
urer and co-owner of Stait Out- 
door Advertising Co. here, died 
June 1. Mr. Stait came to this 
country from Russia with his par- 
ents when he was a boy. He was 
|; with the Stait outdoor organiza- 
| tion for 35 years. 


WALTER F. RIKER 

New York, June 11—Walter F. 
Riker, 63, former sales manager of 
American Tobacco Co., died June 9 
of a heart attack at his home here. 
After having been with American 
for 30 years, he resigned in 1943 
and became a partner of S&R As- 
sociates, sales organization for in- 
dustrial syrups and other products. 
He was a former vp and secretary 
of the New York Athletic Club. 


Bennett Merges with CCI 

Harry Bennett Public Relations 
Agency, Los Angeles, has merged 
with Communications Counselors 
Inc., a division of McCann-Erick- 
son, New York. Mr. Bennett re- 
mains as vp and manager of the 
CCI office. CCI has another office 
in Southern California, located in 
Hollywood. The local staff of the 
former Bennett agency continues 
with the new organization. 
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The Bulletin goes home...delivers more copies to more families 


every seven days in Greater Philadelphia than any other newspaper 


Family food bills total $1,830,820,000 a year in Greater 
Philadelphia! Your products get first call in this tremendous 
market when you use the advertising columns of Philadelphia’s 
home newspaper—The Evening and Sunday Bulletin. COLOR 
makes your products more appetizing, and in The Bulletin you 
can get R.O.P. spot and full COLOR—evening and Sunday— 
seven days a week! 


The Bulletin exerts a powerful influence on the buying habits 
of its readers. Philadelphians like The Bulletin. They buy it, 
read it, trust it and respond to the advertising in it. The Bulletin 
is Philadelphia’s home newspaper. 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 
342 Madison Ave. * Chicago, 520 N. Michigan Ave. Representatives: Sawyer 
Ferguson Walker Co., Detroit * Atlanta * Los Angeles * San Francisco * Seattle 


In Philadelphia nearly everybody reads The Bulletin 
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F ihe BOSTON \ ( now... more than ever 
| HERALD-TRAVELER || Qne Contract | 
increased its = : 

| linage leadership 0 | | Delivers the | 
| 518,055 -BIG BULK | 
| LINES in | 
| in the first a oe /\ BO STON | 
of 1957! : J 
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The Boston Herald-Traveler 


prese tionally by GEORGE A. McDEVITT CO., INC., New York + Chicago 
_ toh ¥ philadelphia + Detroit - Los Angeles 


Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Florida 
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Ward Wheelock Estate 
Valued at $1,027,389 
The late Ward Wheelock, head 
of the Philadelphia agency which 
bore his name, left an estate val- 
ued at $1,027,389, an inventory 
filed in Norristown, Pa., revealed. 


Mr. Wheelock and six other people, | 


including his wife and son, disap- 
peared while on a yacht trip from 
Bermuda to Antigua, B.W.I., in 
January, 1955. They were never 
found. 

Mr. Wheelock was declared le- 
gally dead by the Montgomery 


County Orphan’s Court on July 11, | 


1955. 


‘Toy Manufacturer’ to Bow 
A new monthly publication, Toy 


Manufacturer, is scheduled to be | 


published by United Publishing 
Co., Atlanta, starting in Septem- 
ber. The publication will be in 
tabloid format and will be issued 
on a controlled circulation basis to 
2,600 toy manufacturers and 400 
toy sales representatives, the pub- 
lisher says. 


Another good season for you to sell Ohio farmers. But 
that’s true all the time. Broad diversification holds 
income at a big, steady level right around the calendar. 
Each year finds Ohio among the nation’s richest farm 
states. 


And using THE OHIO FARMER is still the best way to 
reach this active farm market. Here’s a paper read’ 
thoroughly by 4 out of 5 Ohio farm families. It’s home- 
edited, devoted to their interests exclusively. - 


Put MICHIGAN FARMER and PENNSYLVANIA FARMER 
on your schedule, too, the preferred papers in states 
with similar farm income patterns. All 3 magazines are 
4-color gravure printed. Saves you plate costs. Write 
1010 Rockwell Avenue, Cleveland 14, Ohio, for details. 


Another “Golden Egger” Coming 
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MICHIGAN FARMER, East Lansing 
PENNSYLVANIA FARMER, Harrisburg 


Advertising Age, June 17, 1957 


‘Monitor’ Sales Were 
Up 35% in Second 
Year of Operation 


New York, June 11—Net billings 
for NBC Radio’s “Monitor” were 
35% higher in its second year of 
operation than in its first. More 
than 80 advertisers have used 
“Monitor” since its inception on 
June 12, 1955. Since January of 
this year, 21 new accounts have 
| joined the “Monitor” roster. 
Pepsi-Cola Co. has chosen “Mon- 
itor” for its return to network ra- 
dio, placing a 13-week order for 
10 one-minute and 10 30-second 
participations in both the “Bob 
and Ray” and “Fibber McGee & 
Molly” segments of the weekend 
service starting June 15. Kenyon 
& Eckhardt is the agency. 


® Other new orders at NBC Ra- 
dio are: Harrison Products, for 
NoDoz Awakeners through Sidney 
Garfield & Associates, a 10-week 
participation campaign using min- 
jutes on “News of the World” and 
|“Nightline”; Dodge, through Grant 
Advertising, half sponsorship of 
|20 five-minute sports segments a 
|}weekend on “Monitor,” starting 
| June 22, and Radio Corp. of Amer- 


jica, an eight-week participation 
;jcampaign, through K&E starting 
July 13. 


ABC Radio has been signed by 
the International Ladies Garment 
Workers Union to broadcast the 
Union’s 25th anniversary celebra- 
tion from Madison Square Garden 
on June 13. Furman, Feiner & Co. 
is the agency. 


® CBS Radio has signed two spon- 
sors to new orders. Sleep-Eze Co., 
through the Milton Carlson Co., 
| bought a weekly seven-and-a~half 
|minute unit of “House Party,” be- 
ginning July 30. Hearst Publica- 
|tions ordered ten seven-and-a- 
half minute units in daytime 
| dramas between June 19 and June 
| 24 for Good Housekeeping through 
Grey Advertising Agency. = 


Chicago Sales Execs Elect 

R. J. Feuchtwanger, president, 
Publishers Digest Inc., has been 
elected president of the Sales Ex- 
ecutives Club of Chicago. Elected 
vps were E. W. Boehm Jr., presi- 
dent, E. W. Boehm Co.; Marvin C. 
| Lunde, Sears, Roebuck & Co., and 
| Val Williams, vp, Spector Freight 
System. E. F. Gilleran, treasurer, 
Easterling Co., was elected treas- 
|urer, and C. E. Alexander, general 
|sales manager, Illinois Farm Sup- 
ply Co., was elected secretary. 


Are You Shopping 
For A New Dress? 


Parade, the widely-circulated news- 
paper supplement, went through a 
complete typographic transformation 
recently. 

The story, in the July issue of 
ADVERTISING REQUIREMENTS, 
makes mighty interesting reading. 

You get the thinking behind the 
new typographic design with a good 
steady look at the objectives at 
which the designers aimed. 

It’s a typical AR case history study 
—of which there are many in every 
issue—all aimed at helping you in 
some phase of advertising produc- 
tion, promotion or merchandising. 

Get the July issue and a full 
year’s trial (12 issues) by clipping 
this ad and attaching your $3 check 
to your letterhead. 

Mail it today. You'll be glad you 
did—or your money back in full! 


Advertising Requirements 
The Workbook of Advertising 
Management 

200 E. Illinois St., Chicago 11 
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cist met =e Br ‘ menses 5 eR ET 


How many homes 
are you reaching? 


With LIFE you can 
count on reaching 
12,000,000 


homes 


every week 


... and an audience of over 26,000,000 people every week. 
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Appliance Dealer 
Fined for Bait Ads 


SacRAMENTO, June 12—A $100) 


fine has been levied against a Sac- 
ramento appliance retailer con- 
victed of placing bait advertising 
in local newspapers. 

Charles Miller, owner of Pa- 


cific Appliance Co., chose the fine | 


instead of 20 days in the county 
jail. The action, first of its kind 
in this area for some years, was 
brought by the Sacramento Better 


Business Bureau under Section 17,-| 


500 of the California Business & 
Professions Code, the state law 
against false advertising. 

The complaint charged the com- 
pany with running newspaper ads 
offering appliances at extremely 
low prices. Prospects who called 
were told that the advertised ap- 
pliances were inferior and then 
were pressured to buy more ex- 
pensive items. In addition, they | 
were not permitted to buy the ad- 
vertised goods, the 


complaint | 


charged. 

The defendant originally had 
pleaded not guilty but changed it 
to guilty when one of the two 
counts was suspended. # 


C&W Adds Roy Rogers Toys 

Roy Rogers-Frontiers Inc., li- 
censor of western clothes and toys, 
has named Cunningham & Walsh, 
Los Angeles, as its agency, effec- 
tive July 1. Sales of the Rogers 
Double R Bar label are expected 
to reach $34,000,000 at retail this 
year, the highest in the company’s 
12-year history. Current advertis- 
ing is in Ladies’ Home Journal and 
Dell Publication magazines. 


Arbuthnot Joins King 

Leland C. Arbuthnot, former vp 
of Patch & Curtis, Long Beach, 
and at one time with Young & 
Rubicam, Montreal, has been 
/mamed sales promotion manager 
|of King Publications, San Fran- 
cisco, and will handle sales promo- 
| tion for Western Construction and 
Western Industry. 


Department Store Sales... 


No Change in Sales Ending June 8 


WASHINGTON, June 13—Depart- | next week. For the prior two weeks 
|district sales broke down as fol- 


ment store sales across the country 
during the week ending June 8 
showed no change over sales for 
the similar week of 1956, the Fed- 
eral Reserve Board reported today. 

Sales for the four weeks ending 
June 8 also showed no change. 
For the year to that date, sales 
were 2% ahead of 1956. 


® Six of the 12 FRB districts re- 
ported losses for the week. They 
are Boston, 9%; New York, 2%; 
Philadelphia, 3%; Cleveland, 3%; 
Richmond, 3%, and Chicago, 2%. 
The other six reported the follow- 
ing gains: Atlanta, 7%; St. Louis, 
2%; Minneapolis, 2% ; Kansas City, 
5%; Dallas, 8%, and San Francis- 
co, 3%. 

Detailed breakdown of these dis- 
trict sales will be available early 
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May June) 
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Metropolitan Areas 
Buffalo 
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our business. 


That’s why Top Drawer Advertisers use WGN-TV 


Let our specialists fill you in on some exciting WGN-TV case histories, 
discuss your sales problems and advise you on current availabilities. 


CHANNEL 9—CHICAGO 


I'm going to buy that candy!” 


He was watching WGN-TV where top programming gets viewers 
absorbed. He was only one of 216,800 youngsters in the audience 
delivered by ‘Garfield Goose” (March, 1957, Nielsen, 8.2%) 


Top programming to deliver you the right kind of audience is 


Advertising Age, June 17, 1957 


Department Store 


Sales Barometer 


Change from 1956 


Week Ended 
June 8, ‘57 No 


Change 


+2% 


Philadelphia District ............ 
Metropolitan Areas 
Wilmington 
Trenton ...... 
Lancaster 


raeneets 


Jan. 1, ‘57 to 
June 8, ‘57 


Scranton . - 
Wilkes-Barre—Hazelton .. - 
Cleveland District ................ 
Metropolitan Areas 
Lexington 
Akron 
Cincinnati .. 
Cleveland 
Columbus ... 
Springfield 
Toledo 


Pitti i++ 


*nNeCceenwsoawst BAe SONNH 
enwoRan na 


b++t++11+ + 


sa 


iFthi ti? 


! 


Wheeling-Steubenville 
Richmend District 
Metropolitan Areas 
Washington 
Downtown Washington » f= 
Baltimore - ’ 
Downtown Baltimore. eens 
Richmond 
Atlanta District 
Metropolitan Areas 
Birmingham 
Jacksonville 
Miami 
Miami City 
Atlanta 
Augusta . 
New Orleans .. 
Knoxville ........ 
Nashville 
City 
Tampa .. 
Chicage District . 
Metropolitan Areas 
Chicago rae 
Indianapolis 
Detroit . 
Milwaukee ........... . 
St. Leuis District 
Metropolitan Areas 
FS) |. ee 
Louisville .... 
St. Louis 
Memphis ..... sitiuodhites 
Minneapolis District 
Metropolitan Areas 
Mpls.-St. Paul . 
Mpls. and Suburbs ...... 
St. Paul . . 
Cities 
Duluth-Superior 
Kansas City District 
Metropolitan Areas 
ee 


ss 
era SSewoce 


Cw 
+l t¢+ F411 1 LHL 1+ 


— 
2 e ee om 


i+ 
SeeSweeces 


I+ ++1 


venwne 
Pitii 
eceoanwew 


aes 


I 
-—-¥s aw 
Pilit 


~ 
vena 


! 


vwre 
l 
ecw vow 


! 


1+ 


St. Joseph .... 
Albuquerque . 
Oklahoma ~~ 
Tulsa .......... 
Cities 
Joplin . 
| en 
Dallas District .......... —_ 0 
Metropolitan Areas 
Dallas oi 
El Paso 


ecwuwvwnono 
- 
aa @oas 


+i+i1+1 


| 


l 
enw 


2eoeurns 


Houston 
San Antonio ....... yuovattis 
San Francisco District a 
Metropolitan Areas 
Los Angeles-Long Beach 
Downtown Los Angeles 
Westside Los Angeles .... 
Sacramento 
San Diego 
San Francisco-Oakland . 
San Francisco City . 
Oakland ......... 
Portland . 
Salt Lake City 
Seattle  .....cc0000. 


sons Cenunne & ee 


Litt lete+ #1 144+ 


i++ 


. —12 
r—Revised. *—Data not available. 


Esmond Moves, Adds Account 

Esmond Associates, New York, 
which has moved to new offices 
at 141 E. 55th St., has been ap- 
pointed to handle advertising for 
Eastern Casualty Co., Tarrytown. 
The account formerly was handled 
by Doremus & Co. 


Pickens Adds Tri-Weekly 

Don R. Pickens Co., San Fran- 
cisco, has been named national 
advertising representative for the 
Bakersfield Press-Chronicle, which 
has shifted from semi-weekly pub- 


lication to tri-weekly on Sunday, 
Wednesday and Friday mornings. 
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Showers Dow HUNDREDS 
OF MILLIONS OF EXTRA INCOME 


FOR THE AGRICULTURAL MID-WEST! 


Government meteorologists say the drought is broken. 


If you sell—or plan to sell—to farmers in the Mid-West and 
Southwest, your advertising program needs upward revision now! 


Take advantage of agriculture’s new look and vastly brighter sales 
prospects with an adequate schedule in Weekly Star Farmer— 


Tha most powerful single sslling force 
in Missouri and. Kansas. 


Weekly Star Farmer 


AMERICA’S LARGEST FARM WEEKLY 
Regularly Read by More Than 425,000 Farm Families 
KANSAS CITY CHICAGO NEW YORK SAN FRANCISCO 


1729 Grand Ave. 202 S. State St. 21 €. 40th St. 625 Market St. 
HArrison 1-1200 WEbster 9-0532 Murray Hill 3-6161 GArfield 1-2003 
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‘Pinboard Programming’ 
Burroughs Unit 
Uses How-to Ad 


to Sell Computer 


Elaborate Die-Cutting 
Job Helped ElectroData 
Show ‘Brain’‘s’ Physiology 


PASADENA, June 11—ElectroData 
division of Burroughs Corp. has 
launched its first advertising pro- 
gram to solidify and expand its 
already substantial place in the 
burgeoning field of electronic com- 
putation. 

The campaign kicks off with a 
dramatic die-cut insert in the July 
Fortune. This will be followed 


COMPUTE IT YOURSELF—This is part 

of the insert in the July issue of 

Fortune which ElectroData divi- 

sion of Burroughs Corp. will use 

to convince business men that its 

E101 computer is not “in the world 
of tomorrow” but usable now. 


through the rest of the year with 
monthly insertions of two-color 
pages in Fortune, plus Automatic 
Control, Aviation Age, Aviation 
Week, Chemical Engineering, 
Chemical & Engineering News, 
Control Engineering, Engineering 
News-Record, Industrial Labora- 
tories, Instruments & Automation, 


ISA Journal, Jet Propulsion, Mili- 
tary Automation, Oil & Gas Jour- 
nal, Ordnance and Scientific Amer- 
ican, 

Fortune was selected to reach 
management on a horizontal level. 
The technical publications are in 
the fields where ElectroData’s 
present installations indicate great- 
est sales potential. 

The current schedule covers only 
the company’s desk-size computa- 
tor, which sells for a modest $35,- 
000-40,000. Also projected is a 


campaign for the Datatron, a com- 
plete computer installation, which 
sells for $200,000 or more. 


® When Fortune readers see the 
die-cut insert opening the cam- 
paign, it is not likely many will 
recognize the difficulties encoun- 
tered in getting it printed and die- 
cut. 

Creatively, the opening ad was 
dictated by the problem of showing 
how the exclusive pinboard method 
of programming the computer 


makes it simple to operate. From 
this came the idea of reproducing 
the machine’s template and show- 
ing an actual programming on it. 

The problem became apparent 
when the holes of the pinboard 
were counted and found to total 
864—from 16 channels by 54 chan- 
nels. Plans called for reproducing 
the template with its pin holes, 
and for indicating programming 
with red dots. 


s In view of the size of the tem- 
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plate and the large number of holes 
to be die-cut, allowable tolerance, 
for the purpose of register, was 
just about nil. The printing job was 
handled by I. S. Berlin, Chicago. 
Chicago Steel Rule Die & Fabrica- 
tion Co. handled the die-cutting 
job. 

Among the problems were (1) 
the fact the die had to be self 
cleaning; (2) fact that the holes 
were not evenly spaced through- 
out; and (3) for scheduling rea- 
sons, the insert had to be printed 
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READEX . . . 


the widely accepted 


copy testing laboratory 
for measuring reader interest 
in your advertisements . . . 


READER INTEREST REPORTS 
offered to advertisers upon 
request beginning with 

the July, 1957 issue, 

and every month thereafter 
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before it was die-cut. 

ElectroData and its agency, Car- 
son/Roberts, Los Angeles, were 
willing to contend with these prob- 
lems to get the desired effect be- 
cause, they feel, there is no cur- 
rently visible limit to potential 
uses of computers. 


= Commercially, the field was 
opened about five years ago. This 
year the computing industry is ex- 
pected to do a volume of $260,000,- 
000. An industry volume of $1 bil- 


lion is predicted for 1960. 

ElectroData now ranks third 
among the world’s electronic com- 
puter manufacturers, behind IBM 
and Remington Rand. Only three 
years old, it has had a spectacular 
growth, without benefit of adver- 
tising. 

The company was formed in 
1953 by Consolidated Electrody- 
namics Corp., which is in the field 
of scientific control instrumenta- 
tion. The computer division became 
an affiliate corporation under its 


present name in 1954. It was 
merged with Burroughs Corp. in 
July, 1956. Starting with 30 em- 
ployes, it now has close to 2,000. 


s There were three basic consider- 
ations in planning its ad program. 

First, an electronic brain, such 
as ElectroData’s Datatron, is not 
only an engineer’s tool but also a 
business man’s. Computer product 
ads therefore had ‘o tell a tech- 
nical story in terms acceptable to 


the scientist, unders andable by the | built or on the drawing board. Es- 


, 


layman, and believable by both. | 

Second, computers have suffered 
from a lot of pseudo-scientific pub- 
licity at the hands of both admen 
and editors. The feeling was that| 
most prospects are skeptical of the | 
“world-of-tomorrow” pitch. They 
don’t want to be romanced, they 
want to be educated. 

Finally, computer manufacturers 
are proliferating. Some 100 com-| 
panies now say they are in business | 
with computer hardware either 


the purpose of READEX 


READEX is a nationally accepted research tool which 
provides continuous, comparative information of direct 
benefit to editors and advertisers in improving readership 
of editorial and advertising. Your PLANT ENGINEER- 
ING representative will help you interpret the monthly 
reports, show you how to compile a laboratory of findings 
valuable in designing advertising for conscious reading. 
READEX will help you build greater reader interest in 
your advertising ... greater results from your advertising 
investment. 


what READEX offers you 


READE is not intended to compare readership between 
publications or between advertisements of different com- 
panies or products. The greatest value from READEX 
will be obtained by advertisers who use the Reports to 
compare the relative effect of the different copy and layout 
factors. Some of the factors you will be able to measure 
include relative impact of varying size of space, color vs. 
black and white, variation in copy themes, relative degrees 
of illustration vs. text, repetition, etc. 


Plan now to use PLANT ENGINEERING's Readex Rating 
Service. 
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Techaical Publishing Company 
110 $. Bearbore St., Chicago 3, Ill. 


SELL THE PLANT ENGINEER AND YOU'VE SOLD YOUR PRODUCT 
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864 HOLES—Tough die-cutting job 
for the ElectroData E101 insert 
was handled by Chicago Steel Rule 
Die & Fabrication Co., Chicago. 
The job was printed by I. S. Berlin, 
also in Chicago, before the die- 
cutting. 


tablishing the ElectroData name 
firmly required a distinctive pre- 
sentation. + 


Coy, Campbell Get Top Jobs 

at WFBM-TV; Two Others Join 

Wayne Coy is the new president 
and director of Twin States Broad- 
casters Inc., owner and operator 
of WFBM and WFBM-TV, Indi- 
anapolis, and Eldon Campbell is 
the new general manager and vp. 
Mr. Coy joined Time Inc., which 
recently assumed ownership and 
management of these stations, in 
1952 as radio and television 
consultant. Most recently he was 
president, general manager and 
half-owner of KOB and KOB-TV, 
Albuquerque. Mr. Campbell pre- 
viously was broadcasting manage- 
ment advisor for Time Inc. at 
KDYL-KTVT, Salt Lake City. 

At the same time, John F. Hurl- 
but, formerly manager of tv pro- 
motion research of Peters, Griffin, 
Woodward, New York, joined 
WFBM as promotion and public 
relations manager, and Estel D. 
Freeman, formerly continuity ed- 
itor of WIEC, Indianapolis, has 
been named publicity manager. 


You're in 
good company 
on WGN-RADIO 
Chicago 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! 1957 promises 
exciting new programming to 
make WGN’ pallor of high 
quality at low cost even more 
attractive to you. 
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Court Rules for ‘Institutions ; 
‘Shocked’ Conover-Mast to Appeal 


(Continued from Page 3) 


buying power. 

“The defendant consistently 
advertised that recipients of its 
magazine were selected, or entirely 
selected and designated ... As a 
matter of fact very substantial 
|numbers of recipients of maga- 


| Judge Igoe wrote: “The defendant | zines have not been so selected but 


editorial matter, format, features,| has used for many months after| were designated by liquor whole- 
'salers and were taken from lists 
prepared by its own circulation 
department; and substantial parts 
|of claimed circulation of IF&H re- 
ceived a liquor magazine, Bar- 


etc., used by Institutions. 


e Unfairly competing with Do-| 
mestic Engineering by using in its 
(C-M) advertising or promotion 
false or inaccurate circulation 
statements, or estimates or any 
other material or statistics which 
do not truly state the circulation 
of any magazine published by C-M. 


e Unfairly competing by using as 
sales or promotion material a 
Ross Federal survey containing a 
“non-readership” list, and from 
using a list that was described 
during the trial as the “readership 
list.” 


e Using false or fraudulent or un- 
fair surveys or statistical studies, 
whether prepared by it (C-M) or 
others. 


Regarding damages to Domestic 
Engineering for trademark and 
copyright infringements, and acts 
of unfair competition committed by 
C-M, Judge Igoe referred the 
matter to Victor E. LaRue, a mas-| 
ter in chancery, to determine the 
extent. Judge Igoe also dismissed 
four counterclaims and a supple- 
mental counterclaim made by C-M 
against Domestic Engineering. 


# In his findings of facts, Judge 
Igoe ruled that the multiple ap- 
propriation of three significant | 
words from the Institutions title) 
and subtitle indicated intent on the 
part of C-M to appropriate unfair- 
ly values “built up at great ex-| 
pense” by Institutions. 

A C-M promotional booklet for 
IF&H, Judge Igoe wrote, was de- 
ceptively similar to previous 
booklets put out for Institutions, | 
and the C-M booklet contained 20 
advertisements, some of which 
bore Institutions’ key numbers, and 
others which were owned and 
copyrighted by Institutions. 

“The defendant’s purpose ap- 
parently was to convey to prospec- 
tive advertisers a false inference 
that firms of the size and caliber 
of those advertising in plaintiff’s 
magazine had contracted for ad- 
vertisements in the defendant’s 


new publication,” the judge said. | 


Regarding circulation and read- 
ership claims by C-M for IF&H, 


’ 
Mag’net-ism 
Dictionaries define it as “power to 
attract; power to gain the affections.” 
AND KOA-RADIO HAS IT! The pro- 
gramming ond personality magnetism 
that dominates the entire Western 
Market! 


Cov’ er- age — KOA-RADIO reaches 
—and sells—4 million Western- 
ers in 12 states, PLUS the sum- 
mer BONUS audience of over 
12% million tourists! 


Ra‘dio — means KOA-RADIO — the 


only station you need to sell the 
entire Western Market! 


One of America’s great radio stations 
50,000 WATTS 


commencement of its publication, | 
as circulation statements, estimates | 


of circulation actually made before | 


publication which were grossly in- 
accurate in categories of greatest 


Restaurant.” 
The judge described readership 


studies used by C-M as a sales tool | 
as the “grossest kind of unfair| 


competition.” 
list, while literally truthful, “was 
based on unfair questionnaires in- 
viting confusion between the 
magazine of the plaintiff and the 


magazine of the defendant and/| 


which, in fact, invited conclu- 
sions which were not truthful; 
namely that the plaintiff's maga- 
zine was not read by important 
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buying units in the field served 
by the two publications,” the judge 
commented. 

A readership list used by C-M 


A non-readership|was prepared entirely by its re- 


search department, and was based 
on an unfairly formulated ques- 
tionnaire, Judge Igoe said. He 
added that a substantial part of 
the list was false and fraudulent, 
and a number of results were re- 
ported exactly opposite to answers 
received. 

In ruling on the trademark issue, 
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scriptive,’” Judge Igoe said. 
Domestic Engineering, through | 


Mass Feeding—Mass 
according to the judge’s ruling. 
r “In adopting its title, Institution- 


Judge Igoe found that the word,!al Feeding & Housing, the defend-|two 
“institutions” is not, in a trade-|ants knew or should have known) judge pointed out that during the 
mark sense, descriptive of either | that its deceptive similarity to the | trial, C-M acknowledged that it 
the magazine or its subject matter.|name of the plaintiff's magazine copied substantial portions from 
“The title is arbitrary, or, at|would result in likelihood of con- | another Institutions article. 

most suggestive, and is not ‘de- | fusion; and, in fact, confusion did | 

occur,” Judge Igoe said. 4 7 

The judge found C-M guilty of| against C-M more than two and) S C 

advertising and promotion, estab-|a areca copyright infringe-| one-half years ago (AA, Dec. 20,| ‘Redbook’ Names Hannah | ays onover 
lished a secondary meaning in the| ments, including five ads created |’54). After an 11-day trial in April,| John C. Hannah, with Redbook | 
words, “Institutions Magazine. of | by Domestic Engineering that C-M/ 1956, Judge Igoe instructed oppos- | for the past two years, has been | 
Housing,”|ran in a promotional booklet for;ing lawyers to file briefs in the | named advertising manager of th 
IF&H; four articles on flooring! case (AA, April 9, °56). 


| written by Dave E. Smalley, and'| 


illustrated drawings. The|Domestic Engineering dropped 


- 
anti-trust charges against é«| Appeal Will 
(AA, April 16, 56). In its suit,| 
Domestic Engineering claimed that | s 
it had lost $500,000 because of un- W R ] 
fair competition from C-M, and in eversa / 


|s Domestic Engineering filed suit sought triple damages. + 


(Continued from Page 3) 

e | title was questioned by a compet- 
»|itor, and again were advised that 
legal precedent overwhelmingly 
established our right to the title. 


magazine’s “Tops in the Shops, 
During the course of the trial,| mail order shopping section. 


ee a 


Eastern Edition 


44 Broad St. 1015-1 4th St., N.W. 


break down the barriers and make things : icieder castes it tanan teen 

happen. He may or may not be the Big Chief S| wig! wie saga en an — 

- “ ° 1o rade magazine publishers 

a but he always sits in on the big POWw-wows. ua |whose primary objective is to 


and you sell! 


N irk Ren Bie SERIE 


NEW YORK & WASHINGTON, D. C. 


Moreover, upon consultation with 
‘the trademark experts immediate- 
ily following the court’s decision, 
|we found their opinions in no way 
| altered. 


|s “Since the founding of our com- 
|pany more than 29 years ago, we 
have consistently worked to elim- 
|inate circulation misrepresentation 
in the selling of advertising. To 
this end we were one of the orig- 
inal organizers and a founder 
member of the Controlled Circu- 
lation Audit, now Business Publi- 
cations Audit. All of our six 
publications are members of this 
leading business magazine circu- 
lation auditing organization. 
“We were an organizer and 


Almost every company has at least one— 
the man whose opinions and judgment 


strengthen and improve business 
magazine ethics and standards of 
practice through cooperative effort. 

“In short, as publishers we have 
not only assumed an obligation to 
produce the best magazines within 
our power but also to work cooper- 
atively with fellow publishers for 
the improvement of publications 
as a whole. 


When he speaks, others have learned it pays 
to listen. He reads The Wall Street Journal 
... because what he sees there helps him to 
voice decisions and recommendations that 


___ click. 


Other successful advertisers can tell you 
plenty about The Wall Street Journal 
reader: his say-so can open the tightest doors 
for you. No worries about going over some- 
body’s head ... or stepping on somebody’s 
toes. This man’s suggestions are welcomed. 
He has earned the right to recommend. Best 
proof is the daily evidence about the bigger 
jobs that Wall Street Journal subscribers “ 
are constantly winning. 


s “This is our first and only law- 
suit in more than a quarter cen- 
itury of successful magazine 
publishing. We are very proud of 
our contributions to the advance- 
ment of publishing standards, and 
of our reputation for honesty and 
fair dealing. We will defend it 
with all the energy and resources 
we possess. 

“This is why we are immediately 
jappealing this decision. This is 
why we are confident that a re- 
evaluation of the facts by a higher 
court will reverse the present find- 
ings.” 


You can get some of this man’s time any 
business day you choose — by reaching him 
through his favorite publication. 


When you advertise in The Wall Street a 
Journal, something really happens! a | 


Get Your FREE 


“HOW BUSINESS 
USES CLIPPINGS” 


find out how a 
clipping bureau 
can benefit you 


Here is the story on Bacon's Clipping 
Bureau. A complete picture of how 
advertising managers, agencies, pub- 
licity men, public relations firms, and 
other business people utilize magazine 
clippings. Keeping up on competitor's 
advertising themes, new products, 
publicity methods; checking your own 
publicity placement; carrying on 
research projects—these are only a 
few of the jobs we make possible for 
over 1000 clients. Send for your copy, 
see what Bacon can do for you. 


Stns 


p 


BACON’S NEW 1957 
PUBLICITY CHECKER 


3356 complete listings for business, 
farms and consumer mag- 
azines. Editor-coded. 

Sturdy, spiral-bound fab- 
ricoid. 64%" x 9%". 288 pp. 
PRICE $15.00. 


BACON'S 


PUBLISHED AT: 
Midwest Edition Southwest Edition 


Pacific Coast Edition 


ALLAS Publicity Handbook 
CHICAGO 0 SAN FRANCISCO Sieeaus tere on ements publicity 
711 W. Monroe St. 911 Young St. 415 Bush St, Rendiing. Documented, Mustvated. 


EITHER OR BOTH SENT ON APPROVAL 


BACON'S. CLIPPING BUREAU 
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Advertising Age, June 17, 1957 


ARB Network TV Ratings 
Week of May 6-12, 1957 


Copyright by American Research Bureau 
PROGRAM POPULARITY 


How big is[Parade| Rank Program Rating” 
* ee 1 Pinerey Cae BI CIID WUIGD  siteredennrrusstientincrnsetaetescntnrcerscrmiceseneianene 43.3 
in Scranton? 2 I Love Lucy (General Foods, Procter & Gamble, CBS) 40.7 

3 This Is Your Life (Procter & Gamble, NBC) ..........ccccccccssccosscceeeeeseceeeeeeeeeeees 34.4 
Percent of families reached: I a a I ieee ec bansctiessasncrisittgisninnasvosnnsicsopinicanis 34.0 
5 ements. Dp PIII TEIIIUID . 5. .ccceninoptiingeoedinccanovesenstlinsstosecsesieyaloaclignnentoss 33.4 
LOOK ..4469..8.5% 6 You Bet Your Life (DeSoto-Plymouth, Tomi, NBC) ...........:..ccesesseseesneneeereeees 32.8 
7 Red Skelton (Pet Milk, Johnson's Wax, CBS) ...........cccccccccscssseeneesseneeeeeeenennes 32.1 
POST ........6.4% 8 December Bride (General Foods, CBS) ....c.ccccccccvcovcvcvsssssessssssereneeeeeceseeeeenee 31.6 
o I've Got A Secret (Winston cigarets, CBS) ..........ccccccccscesseessnsneraeennnennennnnnnene 31.5 
10 Mr. Broadway (Oldsmobile, RCA, Whirlpool, NBC) ...........0...cccccccceeeseeesnene 31.4 


= nd Bie 3 =. 
>, 7 — =e 
pe oe: 


TOTAL VIEWERS REACHED 
Rank Program 

1 PAINE RE IPED IIL, DOIN) oer ccrcsiccsnsinsedonecssssnidbbarbobtnesoncsenccanionpenee 
2 | Love Lucy (General Foods, Procter & Gamble, CBS) 
3 Ed Sullivan (Lincoln-Mercury Dealers, CBS) «0.0... 

4 rh. Tae. Cert, FID | ceherteeiers tin cicecrcesnecneetnsciccsnesssoctosetesocnsvecece . 31,380 
5 December Bride (General Foods, CBS) 
6 
7 
8 


Gunsmoke (Liggett & Myers, CBS) 
Playhouse 90 (Participating, CBS) 
$64,000 Question (Revion, CBS) 
9 Reena: WOU eas PE) wiiicecciecneepeccestenspncineensttdimennpnienns seeccoviatrenten 
10 Mr. Broadway (Oldsmobile, RCA, Whirlpool, NBC) o........cccccccccccseeeeeenenennee 28,800 
*Percentage of homes reached in markets where show appeared. 
**Total number of persons viewing program. 


Videodex Network TVv* 


se"? « 
2 Se 


oda. ----0 


May 1-7, 1957 
Copyright by Videodex Inc. 

Rank Program (%) 
1 Perry Como (Several Sponsors, 147 Cities, NBC) .......cccccccccssecseseeneennneeneens 33.2 
2 Wednesday Night Fights (Pabst beer, Mennen Co., 108 Cities, ABC) ........ 33.1 
3 $64,000 Question (Revlon, 172 Cities, CBS) ...cccccccccccccccccccccssesneeeneeenennnnernee 32.5 
4 Ed Sullivan Show (Lincoln-Mercury Dealers, 169 Cities, CBS) ............0 31.2 
5 Chevy Show (Chevrolet, 137 Cities, NBC) .........cccccccssseesenerenneeeenennneennnnene 30.9 

| 6 Twenty One (Pharmaceuticals Inc., 139 Cities, NBC) .........cccccccseseeesenenee 30.7 

| 7 | Love Lucy (Procter & Gamble, General Foods, 159 Cities, CBS) ............0« 30.5 
8 Dragnet (Chesterfield, Schick, 164 Cities, NBC) .......ccccccccsseccsserenenseeneene 30.1 
9 Playhouse 90 (Participating, 125 Cities, CBS) .......ccccccccccescesseenssneneneennenee 29.2 
id Lawrence Welk (Dodge, 193 Cities, ABC) ......cccccccccsscsesnsevnenenecssnenennenenennene 277 

Steve Allen (Participating, 147 Cities, NBC) o.....cccccccssssessrserennneenenenennnonnes 277 


si 


_ <r eek on : “Rank Program (000) 
D 94 + — 1 $64,000 Question (Revion, 172 Cities, CBS) ....ccccccsosssssusssnseeeeeeennennee 11,124 
on t miss the b ~ arad 2 Perry Como (Several sponsors, 147 Cities, NBC) .......cccccccssceseseenerneneees 10,945 

4 z . 3 Ed Sullivan Show (Lincoln-Mercury Dealers, 169 Cities, CBS) ............. 10,522 

i 4 | Love Lucy (Procter & Gamble, General Foods, 159 Cities, CBS) ............ 10,189 

5 Chevy Show (Chevrolet, 137 Cities, NBC) .........cc.ccccsssserneserenreneenenenenenee 9,920 

* 6 Twenty One (Pharmaceuticals Inc., 139 Cities, NBC) ........0ccsseersenees 9,878 
In Scranton 7 Dragnet (Chesterfield, Schick, 164 Cities, NBC) .......:cccccsssmersersereeeenennee 9,870 

8 Lawrence Welk (Dodge, 193 Cities, ABC) .......ccccccccssenssnennnnenennnnnerseeneenens 9,392 

9 ° Steve Allen (Participating, 147 Cities, NBC) 9,113 

10 Commer Gres CER GI, Ge tcteststco re savcsccceccensiscccessesscancstemnicsinesieiet 8,918 


If you still think of Scranton as a mining community, * Homes viewing 6 Clee cee sieges © eeeent. 


you're in for a surprise—there’ve been some big changes here in the 
past ten years. Better take a closer look at the new Scranton. 


Retail sales have reached a new high since World War II. 
Buying power has increased 40%. And population’s 
on the upswing, too. 


In 1945, Scranton’s one industry —coal-mining—was on the 
downgrade. Something had to be done to restore a healthy 
economy. That “something’”’ was the formation of an industrial 
development corporation. The result—58 new plants built, 

85 others expanded. Today Scranton manufactures everything 
from bullets to bathtubs. Newcomers to Scranton include 

W. L. Maxon Corporation, Trane Company, 

General Electric and Daystrom. 


Scranton’s remarkable change of personality is evident in 

other ways too. New modern houses and housing developments are 
replacing the inadequate homes of coal miners. Modern 

hotels, new stores, churches and landscaped parks are brightening 
the Scranton scene. 


If you want your share of the boom in Scranton, ———_ 
PARADE and The Scrantonian will give it to you. Each Parade 
Sunday they call on 57 out of every 100 homes. 
Each Monday they begin to move goods off dealers’ 
shelves all across town. 


PARADE ...The Sunday Magazine 
section of 56 fine newspapers covering 
some 2700 markets ...with more than 
15 million readers every week. e Represented nationally by Gilman, Nicoll & Ruthman 
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Want to build another power pliant this year? 


It isn’t every day in the week you 
get an inquiry for a power plant. 
Even when you advertise in 
Forbes Magazine. 


What Forbes does give you, 
though, is a concentrated 
purchasing influence — a final ; 
decision-making influence — 

¢ that’s virtually unmatched by 

: any other business- 

management magazine. 


For example: 


37.6% of Forbes readers are 
executives in America’s big 
companies (100 or 

more employees) .* 


84.5% authorize or recommend 
the purchase of equipment.* 


This means that the very men you 
want to reach — the men who 
can make a final decision to build 
a new plant or re-locate their 
plant — are right here in Forbes. 
These are the key men who have 
the power to decide that a new 
power plant must be built 

and where. 


ee ee 


Join the big move to Forbes. You'll 
find you’re in great company. 


Forbes Magazine 
70 Fifth Avenue e New York 11, New York 


FORBES 
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Now over 230,000 
paid circulation! 
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Donald Richman, recipient of the IRE Viadimir 
K. Zworykin Television Award, 1957 . . . for 
important technical contributions to elec- 
tronic television. 


IRE salutes Donald Richman for bring- 
ing us still nearer to the pleasure and 
information that can be conveyed 
through the perfect transmission of 
color. His contributions to the theory 
of synchronization, particularly that of 
color subcarrier reference oscillator 
synchronization in color television, is 
basic to the proposition of transmitting 
color information. Color TV has already 
demonstrated its value and importance 
in closed circuit medical demonstra- 
tions and its educational possibilities 
for the future are limitless. 

Radio is a way of thinking big about 
the world of tomorrow. The Institute 
of Radio Engineers is a professional 
Society of nearly 60,000 men devoted 
to a better world for you through the 
advancement of their science and their 
field of specialization. They read the 
official publication of their Society, 
Proceedings of the IRE — the only 
engineering journal in the radio-elec- 
tronics industry exclusively edited by 


® 
Proceedings of t 


ADV. DEPT. 1475 B°WAY, NEW YORK 36, N.Y. © CHICAGO + CLEVELAND + SAN FRANCISCO + LOS 


THE INSTITUTE OF RADIO ENGINEERS 


remembers the man 


for better 
color TV 


and for radio-electronics engineers. 

As science-fiction fantasy is con- 
verted to fact, the detailed realities 
first appear in Proceedings. Original, 
authoritative articles by the men re- 
sponsible for these radio miracles con- 
tinue to keep IRE members informed 
as idea based on idea is advanced. 
Earth satellites, FM, TV, color TV, 
VLF, radar, computers, transistors, 
solid state electronics, scatter propa- 
gation, single sideband . . . revolution- 
ary concepts in radio-electronics all 
started and developed in Proceedings 
of the IRE. 

In radio everything is possible .. . 
and IRE remembers the men who 
make it so. Small wonder that IRE is 
remembered in return. Best way to get 
products remembered, if they are sold 
in the radio-electronics field, is through 
advertising on the pages of Proceedings | 
of the IRE. If you want to sell the 
radio industry, you've got to tell the 
radio engineer! 


he IRE 


| Keebler Launches Potato 

| Snax Cracker This Month 

| Keebler Biscuit Co., Philadel- | 
| pata, is using radio and tv to) 
| introduce its new Potato Snax dip- 
|ping cracker this month. The 
|cracker reportedly will not break | 
or crumble in the dip. Promotion | 
will include ty spots on stations in 
Lancaster, Wilkes-Barre, Harris-| 
burg and three Philadelphia sta- | 
tions in Pennsylvania, and on sta- | 
tions in New Haven, Baltimore and | 
Miami. In some areas, the “Badge | 
714” and “Annie Oakley” tv films 
will be sponsored. 

Saturation spots on radio are) 
scheduled for 77 stations through- | 
out Keebler’s marketing area. 
Point of purchase material and 
trade advertising mats will be 
available. Lewis & Gilman, Phil- | 
adelphia, is the agency. 


Film Co. Adds Unit 

Associated Artists Productions, 
New York, tv film distributor, has | 
established a new sales unit, which | 
will be responsible for dealings | 
with network owned stations, 
group owned stations and New 
York City stations. Working in the 
new division will be Associated 


Len Hammer, who has been direc- | 

tor of Canadian sales. Both men | 
also will continue their responsi- | 
bilities in the company’s national | 
sales department. 


Roger N. Cooper Promoted 
Roger N. Cooper, formerly west- 
ern division manager for the 
American Research Bureau, Wash- 
ington, has been appointed to the 
newly created post of the station 
relations manager for the company. 


DECEMBER 1956 VIDEODEX 


PROVES KOLN-TV SUPERIORITY! 


The December 1956 Videodex covered all TV homes in 
42 counties in South Central Nebraska and Northern 


Kansas. The ratings speak for themselves: 


pose — 


ARE YOU 
HALF-COVERED 


Have you noticed how much 
the Nielsen NCS No. 2 has 
exponded Lincoin-land? 


KOLN-TV. one of America’s great area stations, 
covers Lincoln-Land, a rich 69-county market which is as 
independent of Omaha as South Bend is of Fort Wayne — 


Hartford of Providence — or Syracuse of Rochester! 


SUMMARY—AVERAGE RATINGS, % TV HOMES 


KOLN-TV] Station 8 | Station C/ Station D 
Sign on—1:00 P.M. 10.5 5.0 44 2.1 
1:00-5:00 P.M. 13.5 64 5.1 3.5 
5:00-11.00 P.M. 1946 10.4 87 5.2 Avery-Knodel has all 


Daytime and nighttime — Sundays through 


Saturdays — KOLN.-TV leads the second station 


by margins of 88% to 104%! 


we. 
i ~, 


WE7O. TY — GRAND RAPIDS KALAMAZOO 
wrod 
WJEF RADIO — GRAND RAPIOS 

‘wUEF Pt — GRAND RAPIDS KALAMAZOO 
KOUN TV — LINCOLN, NEBRASKA 


Arsocieted oth 
WMéBO RADIO — PEORIA, RUNOS 


Avery-Knodel, Inc. 


She Pel yer Hlations 


RADIO — KALAMAZOO-BATTLE CREEK 


Exclusive National Representatives 


*See Nielsen NCS No. 2 


Lincoln-Land has 296,200* families with 191,710* TV sets. 
And latest ARB, Telepulse and Videodex surveys all show 
that KOLN-TV dominates this audience. 


the facts on KOLN-TV, the Official 


CBS outlet for South Central Nebraska and Northern Kansas. 


CHANNEL 10 © 316,000 WATTS * 1000-FT. TOWER 


KOLN-TV 


COVERS LINCOLN-LAND —NEBRASKA’S OTHER BIG MARKET 


Artists staffers Kirk Torney and | 


| 


Advertising Age, June 17, 1957 


Getting Personal 


Robert E. Sessions, partner in Alderson & Sessions, has been re- 
elected president of the Chamber of Commerce of Greater Phil- 
adelphia. Among those named to the board for three years were 
Richard J. Babcock, president, Farm Journal Inc.; Gordon F. Chelf, 
ad director, the Inquirer, and Robert L. Taylor, vp and treasurer, 
the Bulletin. Mr. Taylor was named for one year to fill a vacancy. . 

Lois Jean Cooper, Merchandising Factors Inc., has won the San 
Francisco Junior Adclub Ayres three-minute speaking contest 
award. She now has a chance for competition in the Advertising 
Assn. of the West convention in Honolulu in June. . . Kathy Ben- 
nett, six, and Robin Collins, ten, whose fathers spend their days 
working for the Brisacher Wheeler division of Cunningham & Walsh 
in San Francisco, have won top awards in the agency’s annual 
children’s art show. A total of 96 junior artists submitted 279 entries 
to the show... 

George Weber, vp of Cole & Weber and manager of the Seattle 
office, received the Alpha Delta Sigma award as advertising man 
of the year. The award, sponsored by the advertising honorary 
fraternity at the University of Washington, was based on Mr. 
Weber’s contributions to the advertising industry and to civic 
activities. Selection was by a committee representing the Puget 
Sound Council of the Four A’s, Advertising and Sales Club of Seat- 
tle, Junior Advertising and Sales Club, Gamma Alpha Chi, national 
advertising sorority, and Alpha Delta Sigma. . . 


VETERAN—Maurice M. Goldberger (right), president of Gramercy 

Advertising, New York, is celebrating 30 years in advertising. He 

started at 13—pasting up scrapbooks at $5 a week. Recently he 

was retained as a $500 a day consultant. Mr. Goldberger is shown 
here with Dick Elliott of Look. 


Richard C. Bond, president of John Wanamaker, Philadelphia, 
has been named a life member of the board of trustees of Jefferson 
Medical College and Hospital. . . 

Wilton E. Hall, publisher of the Independent and the Daily Mail, 
Anderson, S.C., and owner of WAIM Radio and TV there, who 
has provided a college education for more than 150 deserving boys 
and girls, was honored May 18 by Anderson College alumni, faculty 
and trustees during a special commencement program arranged 
by the alumni. Mr. Hall, a former U.S. senator, also is a former 
trustee of Anderson College. . . 

Actor Ben Alexander has been elected president of Radio-Tele- 
vision-Recording-Advertising Charities, Los Angeles. Other officers 
are C. Burt Oliver, Foote, Cone & Belding, vp; Bruce Baumeister, 
KTTV, secretary; Pat Martin, KTTV, assistant secretary; Liz Gould, 
Radio and Television Directors’ Guild, treasurer. Directors are 
Cliff Gill, KBIG; Hilly Sanders, Dan B. Miner Co.; Harold R. Maag, 
RCA; Cy Pearson, California Bank; Elton Rule, KABC-TV; Thomas 
McCray, KRCA; Mike Eliason, CBS; Karel Pearson, NBC; M. J. 
Rockford, Music Corp. of America; Donn B. Tatum, Walt Disney 
Productions; Rebert O. Reynolds, KMPC; Robert Myers, attorney, 
and out-going president Walter A. Tibbals, Savin-Tibbals Produc- 
tions. . . 

Thomas E. Templin, 17-year-old son of Edward M. Templin, pro- 
motion manager of the Herald-Leader, Lexington, Ky., and new 
president of the National Newspaper Promotion Assn., has won 
the Grantland Rice Memorial scholarship for prospective sports 
writers, and will enter Vanderbilt University in September. The 
four-year, $10,000 scholarship is financed by the Thoroughbred 
Racing Assns. of the U.S. as a memorial to Rice. . . 

A daughter, Mary Bernadette, arrived May 13—sixth child for 
Bill Neville, Philadelphia manager of Ward-Griffith Co., and his 
wife. The score is four girls and two boys. . . 

Erberto Landi, head of Erberto Landi Advertising Co., New York, 
is in Italy to book the Naples soccer team for U.S. appearances in 
September. . . 

Maxine Brodsky, a member of the advertising and promotion de- 
partment at the American Broadcasting Co., New York, was mar- 
ried to Brooklyn College student Bernard Altman on June 1... 

Three Rochester admen have been elected to the board of directors 
of the Rochester Junior Chamber of Commerce. They are Thomas G. 
O’Brien, copywriter, Rochester Gas & Electric Corp.; McFall Kerbey 
Jr., banking public relations with the Security Trust Co.; and Irv 
Baldwin, production manager of the Claude Lewis Advertising Co... 

Red Motley, publisher of Parade, is a grandpop. Daughter Marcia 
(now Mrs. William A. Patterson Jr.) had her first son, William A. 
III, at American Hospital, Paris. Her husband is son of United 
Air Lines president... 

Raymond C, Fox, controller at ABC Film Syndication, New York, 
has been awarded a masters degree in business administration by 
New York University... 
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ee say the years go faster as you get older. 
Indeed they do. This is the Atlantic’s 100th year of 
continuous publication and for the past six months 
we haven’t had time to so much as look back over 


our shoulder. 


The EDITORS are working furiously on three Cen- 
tennial Jubilee issues which together may well turn 
out to be one of the most significant journalistic 


events of the decade. 


The FIRST (October) will be “A Perspective of 
Science and Industry,” bringing together the 
opinions, judgments and expectations of the best 
scientific writers and industrial leaders of today. 
Material is being gathered under the guidance of 
men like Dr. Vannevar Bush and Cary! Haskins of 
the Carnegie Institute. 


The SECOND (November), which is the actual 
Anniversary Issue, will present the work of these 
writers who speak today in words that the future 
is most likely to remember, the top writers in the 
fields of biography, fiction, law, history, poetry and 


world affairs. 


The THIRD (December) will offer “A Perspective of 
Mass Communications,” for just as science has done 
more than change man’s physical environment, so 
the development of mass communication is chang- 


ing his relationships with all other men. 


The NEW DESIGN of the Ai/antic will make its 
appearance in these Jubilee issues. New cover-to- 
cover format by Gyorgy Kepes will accentuate 
visually the dramatic change of pace which 


characterizes the magazine editorially. From now 


ina tearing — 


(and so should you be!) 


on, the Atlantic will look like what it is — a source 


of new ideas in step with the modern age. 


The CIRCULATION people are all steamed up be- 


cause subscriptions are at an all-time high. And 


newsstand sales are expected to double the regular 


issues. Copies are almost certain to become 


collectors’ items. 


The ADVERTISING department has its hands full, 


for rarely is there such a chance to reach the 


people of consequence in government, industry, 


science, education, law and finance. Among ad- 


vertisers already scheduled are leaders in chemicals, 


raw materials, insurance and finance, publishing 


and other communications, entertainment, ma- 


chinery, public utilities, transportation. 


The PRODUCTION department has set up a 


schedule of closing dates so that: 


4 OCTOBER NOVEMBER DECPMBER 
To be included in the ISSUE ISSUF ISSUE 


Orders for color must be inby July 15 Aug. 15 Sept. 15 
Orders for black and white by July 18 Aug. 18 Sept. 18 


And if YOU should be telling your story to the 
opinion makers who largely determine the trends 
of thought in this country, we urge you to get on 
your own horse right away. The number of ad- 


vertising pages that the three issues can carry is 


strictly limited. 


rue ALLANtiC monrmy 
= 3 


8 Arlington Street et «= Boston 16, Mass. 


To get the full details on how advertising and editorial will tell the story of the century in the Atlantic call any of these offices: 


Harper- Atlantic Sales, Inc.: 


Blanchard-Nichols Associates: 


NEW YORK BOSTON CHICAGO LOS ANGELES SAN FRANCISCO 
49 East 33rd St. 8 Arlington St. 333 N. Michigan Ave. 633 S. Westmoreland St. 33 Post St. 
MUrray Hill 3-5225 KEnmore 6-9500 ANdover 3-2342 DUnkirk 8-6134 YUkon 6-6341 


SO an en ee ee ear Ea) se Ce, | SSA WN OS eae EN Te aoe 6 gee ee ee Aa ae ie Pe ee eae? eee a ee o Ae 
ie eats eae oS Ne gs gg eS ee gies: = nce arepeemeecenens ames eee As tel pt aia lS lita Be fe eer © i, hate a Ne hae 
wee he acc ote ie ~as bape tea. ae ee Ba ae een art iA eee: ee st, 2 > a ca eee du : SS ee Sak: 
= ee Me ae ied! tora ee Oe a oy Re 4 ie ba g2 5 ieee ec eae eS PAG om i ae re al 4 fs he a On a 
ae. ae in Be = 2pm aaa Ce i Se e Ca We Se oi Bs te ey. ny ee ca : ae oe eS ed . ee eae ‘ ic. ol ie ah te ecm y Beg 
ee ee ee ee el a ee he ee ll La 
we Hes oe eS Pee, Sate 5 = = : c é . | ae 
ae :: 2 this. ee F ha . sige 2 noha we ‘ z ” . . Pe et 
ae , . . > eae “he 
mh — 
a ' ele 
ak’ 
i 
i 
fae gi ihe 
by ae ee: 
as Jee 
4 et 
is, eee 
een cee 
: Jee 
‘ at 
pe — — a = el . 
i ond ~: ee 
| ' a ; 
=. 
eee 
ae 
PS Aa 
pease 5 
ee ab 
Soak. 
F oe 
' . r 
: as 
ed 
eo 
ng 
ihe 
ee 7 
ee ho 
a 
eee 
tile 
4 —TREEEEELE CEEOL CITT TET. Tk ek Te.) UEC ULT FLT. <td 
es aa 
B” 
a 
a Bs 
ees 
PEEPELER TTS CT Ereo ria uct CTP LOLS OEP rte. Le oe a 
Bt 
ome 
ES 
ae 
Pues 
nae 
oem 
ee is 
q ae 
ig 
a 
THE ™ 
i 
‘ se 
oy 
won 
Ox 
ce 
et ee bit pgebig eae . eee Oe. . : : aa 4 Sie ae Ce oat ; ert a Lian oes ce apa ae 
haa De ok ee og ; Ps ee Aes etal Paral Roce Ge tig ny ie ee i ¢ 2 eS alee ie : road et ae iis ree 
MR ce hers = ¥ : Pet > i De Cee : i ees E #* ue = ee ee ohh eee 
eee ee es hae, ote rae Bee : : Sioa: aia a ee nie ees : ee ea Me ee bas ees, eee Be CN Rr ee eee 
Sie Te og ee dia “<a ng iiamnt 3 Pipes Poe heed ee ee ee ee cae Ua ate Niel oH Sere oa a ke ali ss ; Baht ret Ee We: aac or a 
Pte ATS Site dia tea, il uate Ae scp a calle eats) SMe RA 2) oe Se a oceans ne ee nee ME ee. Ro ee Sa Ta ee ee er Set. ee rr SF ioG Beg ar Fe ie a A RO 


46 


You Ought toKnow . . . lim Proud 


In the Indiana farm country 
where Cecil James Proud was born 
50 years ago, the written word— 
the original means used in long- 
distance communication—was held 
in high regard. This helped inspire 
the young farm boy to a career in 
communications through the news- 
paper field. Last week, many 
newspapers later, that career was 
capped by his appointment as pres- 
ident of the Advertising Federa- 
tion of America. 

“I respect my predecessor [un- 
der whom he has worked for the 
past ten years] too much to make | 
a lot of bold statements about what 
we're going to do,” Jim says. “Our 
actions will speak for themselves.” 


But feeling, as he does, that AFA | 
prestige “is now at a point where | 


Jim Proud 


it is a recognized leader in adver- 
tising’’ and that its 30,000 members | 
constitute “the greatest potential | 
force for advertising in the indus- | 
try today,” Jim Proud does feel 
that the federation must have a| 
strong program of accomplishment 
and of speaking in behalf of ad- 
vertising. 


® For this he has set down cans| 
broad objectives for the federation | 
under his helm, among them: 

1. Money, a basic problem. Fund- | 
raising will be one of his first! 
tasks, “with the cooperation of 
some of the best organizations in 
advertising.” 

2. An intensified campaign, 
within the next few years, to edu-| 
cate the U.S., even more, on the 


How To Plan Your 
Public Relations 
Program 


How can you put into effect a public 
relations program that operates ef- 
ficiently and smoothly and gets 
results? 

What are the pitfalls to avoid? | 

Read the July issue of ADVER- 
TISING REQUIREMENTS to get 
the answers by Paul B. Zucker, vice 
president, operations, Ruder & Finn. 

This how-to-do-it article is typi- 
cal of the kind of information you'll 
find in every issue of AR—practical, 
workaday tips to keep you posted on 
all of the latest developments in ad- 
vertising production, promotion and 
merchandising. 

AR covers everything an adman 
must do except buy time or space. 
A trial proves your need—or your 
money back. 

To start a year’s service (12 is- 
sues) with the informative July 
issue. just clip this ad, attach your 
letterhead and $3. One of the best 
investments you'll ever make—or 
your money back. 


Advertising Requirements 
The Workbook of Advertising 
Management 


200 E. Illinois St., Chicago 11 


vertising business. 

5. A program to meet the “in- 
creasing cancer” of government 
regulation of advertising, by legis- 
lation and by edict. 

6. With this in mind, the possible 
establishment of a Washington of- 
fice. 

7. Industry self-regulation of 
those few advertisers who exceed 
the bounds of propriety, taste and 
honesty. 

8. Close tabs on communication 
between the federation and its 


benefits of advertising. 

3. An increasing reliance on lay 
members to plan and coordinate 
these programs through meetings 
all over the country. 

4. Establishment of national 
commissions—consisting of top 
brass in advertising and education 
—to study and solve the problems 
of talent recruitment for the ad- 


members. “Frankly, it’s the secret 
of the success or failure of the 
federation,” he says. 


s Especially when it comes to 
communications, Jim Proud is no 
slouch. In February, 1947, he was 
advertising and public relations 
manager of the Ohmer Corp. and 
president of the Dayton Advertis- 
ing Club, when he accepted the 
invitation of AFA’s new president, 
Elon G. Borton, to join the federa- 
tion as its first field representative. 


Advertising Age, June 17, 1957 


That first year—and the four suc- 
ceeding—he logged some 75,000 
miles annually, visiting each of the 
60 clubs affiliated at the time. He 
has since helped organize 30 new 
clubs (AFA has 120 today). 
Named assistant to the president 
in 1951, he assumed increasing 
headquarters responsibilities, with 
a corresponding cut in his travel 
log, though he still visits a number 
of clubs and most AFA districts 
annually. His executive responsi- 
bilities include editing the monthly 
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Advertising Age, June 17, 1957 


AFA news letter, and during the | provided the perfect outlet for)scholarship student. He also was a 


past five years he has been largely 


concerned with money-raising ac-| ordination job on Jim’s part, this ' 
year’s Advertising Week achieved | 1928, editor of the Daily North- 


tivities. 


and, by the time he graduated in 


a national consumer impact esti- | western. He then went to work in 


® One other duty has given Jim|mated at 500,000,000 impressions | Sturgis, 
his greatest satisfaction at AFA.|and a total media donation of $1,- 


“I’m a great believer in organiza- 800,000. 
tion and a great lover of people,” 


he says, adding that it has always| # After those boyhood days on the 
been a challenge to him to get! farm, replete with chores and one- 
room country schoolhouse, Jim en- 
rolled in Northwestern University’s 
Medill school of journalism as a 


literally tens of thousands working 
towards one goal. 
National Advertising Week has 


Mich., as reporter and 
sports editor of the Sturgis Jour- 
nal. To keep him company that 
first year, there was Elsa Blair, a 
Northwestern classmate who had 
obtained a teaching job in the 
same town. A little more than a 
year later, they became Mr. and 
Mrs. Proud. 


47 


A succession of newspaper jobs publisher that if he wasn’t willing 


these energies. A six months co-|member of the swimming team| followed: Telegraph editor in Lit- to get rid of the managing editor 
| tle Falls, N.Y.; assistant city editor|I was leaving. He wasn’t willing, 


|in Erie, Pa., and Dayton, O. Here|so I left.” 

he subsequently became a column-| “Incidentally,” he adds, in his 
jist, city editor and the Dayton | soft-spoken way, “I’d already been 
|Herald’s first newscaster. He can | promised a job as advertising and 
| still recall, vividly and painfully,|public relations manager at the 
the night the lights went out in| aeroproducts division of General 
the studio and he had to ad lib a | Motors.” 

15-minute newscast. From GM, where he was also 
chairman of the war production 
|s Jim left Dayton and his city | labor-management committee dur- 
leditor’s job in 1940. “I told the ing World War II, Jim moved to 


ST. LOUIS BLUES 


They’re singing out the happy news in St. Louis — 
KTVI, now VHF, has become ABC-TV’s exclusive outlet. 


There’s music with an upbeat for St. Louis viewers, who, 


come September, will see all the ABC-TV shows, 


in proper program sequence, on one VHF channel. 


It’s music with a beckoning beat for advertisers, who 


can now cover this multimillion-dollar market 


with strictly competitive KTVI... ABC-TV in St. Louis. 


Now St. Louis joins San Antonio, Omaha and Norfolk — 


all top-market, primary stations in the ABC-TV line-up. 


Boston, New Orleans, Pittsburgh and others 


are due this coming season. 


Among the exciting people ABC-TV is presenting 


this fall are Frank Sinatra, Guy Mitchell and Pat Boone. 


They aren’t likely to cause the blues to be sung in St. Louis 


—or anywhere else. 


= 


|Ohmer Corp., where he ultimately 
ran into Elon Borton and the be- 
ginning of his AFA career. 

Mr. and Mrs. Proud have a 26- 
year-old son, to whom they apply 
the family name—noun and verb. 
A Yale law graduate, he’s an ad- 
miralty lawyer. They'll add a 
daughter-in-law to the family on 
July 6, when Jim Jr. weds. Elsa 
Proud also has an unusual occu- 
|pation. She’s a traveling Braille 
teacher in the Nassau County 
school system. 

The Prouds live in Great Neck, 
N.Y., where Jim practices his hob- 
by, golf, and pursues his outside 
writing interests. 


® A self-labeled “reformed intro- 
vert,” Jim has never quite stopped 
educating himself. In his travels 
‘for the AFA and others, he must 
|have spoken thousands of times 
before hundreds of groups; but last 
year he took a course at the ad- 
| vertising club—in public speaking. 
Jim Proud’s personal philoso- 
|phy: “People can accomplish any- 
thing they set their minds to if 
|they have enough perseverance 
| and patience.” 
| With that point of view, chances 
are he was dead right when he 
said recently, “I think you can look 
|to the federation to be a very 
articulate spokesman for the ad- 
vertising business.” + 


BBDO Appoints Four 


John Hoaglan, who was formerly 
in charge of tv-radio programming 
for Batten, Barton, Durstine & Os- 
born, New York, has been named 
tv account executive for Lever 
Bros. and General Mills. His pro- 
gramming responsibilities at the 
agency have been taken over by 
George Polk, who will also con- 
tinue in his present post as head 
of tv-radio planning. 

Other shifts at BBDO include: 
Don Rowe, from head of tv-radio 
production in Hollywood, to tv- 
radio account executive for Lucky 
Strike, and Robert Stefan, from 
production in the Hollywood of- 
fice, to assistant to the vp in charge 
of that office and head of radio-tv 
production there. 


Performing duties she is capable 
of handling. 


The Western Livestock Reporter is 
read and used by advertisers inter- 
ested in selling to feeder stockmen 
of the seven-state Northwest. Re- 
i porter readers are ranchers who 
| have the capacity to buy in volume. 
Write for our market survey and 
color movie analyzing this market. 
A media that has been carrying the 
stockman's advertising capably for 


17 years. 
TERN 


WES 
LIVESTOCK REPORTER 
Billings, Montana 
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The great new selling opportunity ae 


for advertisers today is 


the new active leisun 


... And the lively leaders of this go-more, 
do-more, buy-more age are Holiday’s readers. 
With incomes nearly triple the national 
average, these 875,000 spirited families 
avidly seek new things to enjoy, around 


home or away...and find a world of exciting 


A CURTIS MAGAZINE 


ideas in Holiday. If your product 


gives people more leisure or 


pleasure, it belongs in Holiday. 
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20,000 Doctors in the House... 


Exhibitors at Medical Meet Use 
Mail to Foil Sample-Collecting Ban 


Frenzied Competition 
Among Tranquilizers Is 
Highlight of AMA Show 


New York, June 11—Doctors, 
their wives, medical students, in- 
terns and nurses trooped through 
the New York Coliseum for five 
days last week under the watch- 
ful, zealous eyes of pitchmen who 
saw parading before them their 
best sales prospects. 

The scene was the annual meet- 
ing of the American Medical Assn. 
Some 20,000 doctors registered for 
the meeting, and some 350 com- 
panies competed for their profes- 
sional attention via exhibits on the 
first two floors of the Coliseum. 

The exhibitors—pharmaceutical 
houses, publishers, medical equip- 
ment suppliers and consumer 
products manufacturers—pitched 
in a variety of ways. They held 
contests and drawings; they gave 
away free prizes; they passed out 
samples; they distributed litera- 
ture; they provided application 
blanks for doctors desirous of re- 
ceiving samples at their homes or 
offices. 


s And the doctors seemed to eat 
it up. Touring the exhibits is one 
of the physician’s diversions at an 
AMA meeting, and many of them 
go at it very methodically, collect- 
ing samples and entering every 
contest in sight. 

Exhibitors were warned by the 


AMA that “because of criticism) 
received about promiscuous sam-| 
ple-gathering, no bags or sample | 
containers are to be distributed by | 
any exhibitor. No artifice or devi-| 
ation from this rule will be al-| 
lowed.” | 
Some of the criticism came from 
the Food & Drug Administration in 
Washington, which said that at 
previous AMA conventions pre- 
scription drugs were issued to 
visitors who were not doctors. 
Despite this ruling, one company, 
Purdue Frederick Co., did issue 
cardboard containers in which 
samples could be stuffed, and some | 
doctors came with their own shop- | 
ping bags. In the final days of the) 


What’s A 
Modular Exhibit? 


. +.» and how do you use them suc- 
cessfully? Turn to the July issue of 
ADVERTISING REQUIREMENTS 
for the answers! Russ Mathews, 
manager of Bakelite’s Publicity & 
Presentation Section, tells how his 
company has designed exhibit ele- 
ments that can be combined in in- 
numerable ways to obtain effective 
displays to meet varying require- 
ments—at a minimum of expense. 

Some of their units, built almost 
twenty years ago, are still in use! 

The article, “How Bakelite Uses 
Modular Exhibits,” is typical of 
many you'll find in each month’s 
issue of AR—covering every phase 
of advertising production, promo- 
tion and merchandising. 

AR covers everything an adman 
must do except buy time or space. 
Play safe—try a year’s (12 issues) 
service. Clip this ad, attach $3 to 
your letterhead—and mail today. 


You'll be glad you did—or your 
full! 


money back—in 

Advertising Requirements 

The Workbook of Advertising 
Management 

200 E. Illinois St., Chicago 11 


convention, Coliseum guards were 
stopping doctors who were car-| 
rying shopping bags. One doctor, | 
so apprehended, turned to his wife 
and said, “Aw, nuts, let’s get out 
of here. I’m not going in.” 

Many of the pharmaceutical ex- 
hibitors did not issue samples, but | 
displayed placards explaining that 
they would be happy to send their | 
products to the doctor if he regis- 
tered with them. 


GET YOUR MILTOWN—Traffic was heavy at the Wallace Laboratories 
exhibit, where free Miltown was passed out. 


proached these two booths to col- 
lect samples. 

Some of the exhibits mounted by 
pharmaceutical companies were 
quite spectacular. The largest was 


@ The demand for samples ap- 
peared to be heaviest at the booths 
of Wallace Laboratories, maker of 
Miltown, and Wyeth Laboratories, 
maker of Equanil, another tran- 
quilizer. Doctor after doctor ap- 


specialties. 


the one put up by Mead Johnson 
& Co., which rented 1,440 sq. ft. 
of space for an artful display of its 
infant foods and pharmaceutical 
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Chas. Pfizer & Co. was no slouch 

either. The Brooklyn pharmaceu- 
tical maker had a 1,200 sq. ft. 
| display area highlighted by the 
|“Medicade,” a 105’ conveyor belt, 
on which 28 doctors at a time could 
\ride around and view the com- 
| pany’s products. The ride took four 
and one-half minutes, and at times 
doctors were waiting for seats. 

The touring M.D.s could not 
complain about being thirsty. 
| Coca-Cola, Pepsi-Cola, Canada Dry 
land Seven-Up all dispensed their 
brews free of charge from Monday 
through Friday. Abbott Labora- 
tories served Sucaryl-sweetened 
coffee, lemonade and pastries. In- 
stant Sanka was available at all 
times. And Borden Co. served 
Hemo, its instant malted. 


s The Pitman-Moore division of 
Allied Laboratories offered free 
Salk polio shots to all doctors, their 
wives and reporters. 

For the 11th straight year, White 
Laboratories gave away a new 


a 
in 


Outstanding in 


i 
: 


WSFA-TV 


‘ Montgomery 


WSFA-TV, as symbolic of the New South 
‘ as the dramatically modern State 
Agricultural Coliseum near Montgomery, 
provides better coverage of the expanding 
Central and Southern Alabama market 
than any other single advertising medium! 


That’s because WSFA-TV gives you highest-rated 
local and network programming, plus a 

& maximum-power VHF signal that covers one-third 

of a state to reach over 1,000,000 people! 
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Channe! 12 
NBC ABC 


The WKY Television System, Inc. 


OTe TE WKY ond WKY-TV Oklahoma City 
— a WTVT Tampa - St. Petersburg 
> AeSeaaame 


REPRESENTED BY THE KATZ AGENCY 


) ALABAMA 
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THE PFIZER MERRY-GO-ROUND—Chas. Pfizer & Co., Brooklyn, took doc- 
tors on a four and one-half minute ride on a conveyor belt to show 
them its pharmaceuticals, 


Cadillac in a drawing. There was,at the convention, maintained six 
always a throng around this booth. | different booths and gave away a 
Purdue Frederick, which seemed | portable television set every day. 
to have the most active salesmen The Simmons Co. invited doctors 


to test four different mattresses} 
and gave away three Beautyrests | 
each day. Its competitor, Sealy Inc., | 
contented itself with offering doc- | 
tors a $39 “professional discount” 
on the purchase of a $159 Posture- 
pedic. 

The Squibb division of Olin 
Mathieson Chemica! Corp. offered | 
to take doctors and members of | 
their families on a _ three-hour 
cruise around the island of Man- 
hattan. 

A. H. Robins Co. had two tele- 
phone booths at its exhibit. Doc- 
tors were invited to use them to 
make free long-distance calls to 
any point in the U.S. 


8 On the institutional side, Smith, 
Kline & French produced and 


sponsored during the meeting a! 


four-day series of closed-circuit 
television programs—in color. The 
programs originated from Roose- 
velt Hospital here. 

Wm. S. Merrell Co., a division 
of Vick Chemical, showed “Medi- 


cine and the Law,” the second in 
a series of films dealing with the 
legal liabilities of a doctor. 
Merck, Sharp & Dohme helped 
to finance the 20th annual art ex- 


Oe 
i ee 


ANYTHING FOR THE DOCTOR—A. H. Robins Co., pharmaceutical manu- 
facturer, offers free long-distance calls to doctors. 


hibition of the American Physi- 
cians Art Assn., a showing of some 
270 works of art by doctors. Ne- 
para Laboratories division of 
Warner-Lambert had its own art 
show, “My Doctor Daddy,” an ex- 
hibition of outstanding paintings 
and drawings done by children of 
physicians, interpreting the work 
of their fathers. 

Johnson & Johnson had a busy 
week. It introduced a number of 
new products at the meeting, nota- 
bly its colored plaster bandages, 
“designed to revolutionize the use 
of casts on children.” It hosted a 
party at Toots Shor’s restaurant 
and also sponsored the First In- 
ternational Medical Film Exhibi- 
tion, showings of 45 motion pic- 
tures on medical subjects, made 
in 14 different countries. 


® The tranquilizers, fast becoming 
the No. 1 prescription seller in the 
country, were much in evidence 
at the meeting, with many man- 
ufacturers going to unusual lengths 
to demonstrate the tranquility of 
their tranquilizers. 

Pfizer, for example, built a 10’- 
wide Japanese garden, attended by 
two Japanese girls in kimonos, to 
suggest the tranquility achieved 
with its anti-tension drug, Atarax. 

Ames Co. was introducing Nos- 
tyn, a calmative with “the power 
of gentleness.” Schering Corp. had 
a huge display for Trilafon, “the 
full-range tranquilizer.” Wallace 
was introducing sugar-coated Mil- 
town and two new variations, Mil- 
prem and Milpath. 

Warner Chilcott division of War- 
ner-Lambert featured Pactal, “a 
new normalizing agent.” Hoffman- 


You're in 
good company 
on WGN-RADIO 
Chicago 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! 1957 promises 
exciting new programming to 
make WGN’s policy of high 
quality at low cost even more 
attractive to you. 
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_ -~ 
ewe or 
°F Sci ferdecitees 
*tion (-¢i’shiin), n. 

s pliant, slow.) 1 Obs. 

bs severe, harsh, cruel, 

ap. —v.t. GO , te 

also, to give up; abandon. 
~ re-lentleas-ly, adv. — 


" L 
r aD roy wi th case fs 


Webster’s New 
Collegiate Dictionary 
set the pace for us... 


ovan-o7 Svs 
—-_ 


pertinence; sp 
ring. upon with especial ti Dees; apropes, appro”r riate 


resi’a Be Bits Thar tl, Se Fe. a ie oaied ens 


e¢r © ESCM Felt 85558 


rs 


a wr one Act af rel State atdee who relies: 
me A, trust. 3. Someone or games (bias salen 
5 pg ee ee ehh oe Bietep heres ee ng or in someone, 
b oon? « * ry 
n ite (rAi’tk), « FP. relique, fr. L. reliquéae, ol) Uruall c 
a > n etic. A corpses. &@. An object venerated by i taichtyl 
cause of its association with « saint or other sacred person 
ve! Ruins; residue. 4 A survival; « vestige. 5. A souvenir; OY 
often, a monument of the past 
relict (rf’Tkt), » L. relietue, fem rgig@ t part. of relinquere 
to eave behind.) 1. Awidow. 2. Beol RSet o cer bee 
within a community representative of an earlier stage of development 
or of « different set af environmenta! « nm ns 
s ty A @t-iet’), w. [OF relie/, prop, lifting up. See axtteve.] 


w state of being call eved; succor; comfort; ease. 


. 
re, 
os 
vo 
m 
ia 
aj 


Con aout or from the pa Rye an 2 valief of « eentey 


x i Aid Yo the , orm af mo! of necessities for indigent per- 
1 Spent & f in time of fi congas or or “difbculty, esp in wer. 3. Release 


DAY AND NIGHT SERVICE 


RELIABLE 
etchcraft corp. 


315 W. Erie Street, Chicago 10, Illinois 
Telephone: DElaware 7-0033 


LaRoche promoted Marsilid, 
“psychic energizer.” Merck pushed | 
Suavitil, “to help the patient in a 
maze of mild anxiety, tension, de-| vis & Co., Detroit pharmaceutical 
pression and compulsion better to) manufacturer, 
face, and manage, everyday prob- | American Medic al Assn. last week 


Advertising Age, June 17, 1957 


Parke, Davis Honored 
New York, June 11—Parke, Da- 


was cited by the 


A PS ER lems.” |for the public service ads it has 
er been running in national maga- 
. ~ Abbott was introducing a new) be g 8g 
we try very hard to live * derivative of rauwolfia, Harmonyl. | zines since July, 1928. 
up to it in the type of : | Ciba Pharmaceutical Products sug-| The citation hailed the series of 


work we do for our customers. ..” 


| gested Doriden, 


“a good night’s|institutional messages for telling 


oo \sleep without hangover.” Sandoz | “accurately and dramatically the 


|= minutes.” 


meeting, 


although 


| Pharmaceuticals featured Fiornal,|story of medicine and medical 
“relief of tension headaches in 20-| progress.” 


Young & Rubicam has been han- 
| dling this campaign for Parke, Da- 


ls Upjohn Co., one of the top five| vis since 1932. # 

pharmaceutical producers, had, a 
| contrast, a small, low-pressure ex 

hibit, featuring only one sroduet, | 
Orinase, its new oral antidiabetic. 

O’Brien-Sherwood Associates, a 

market research company, had one 


of the most popular booths at the| .. : : 
displayed filled out a questionnaire got a 


nothing. The company was con- 
|ducting for an unnamed client a 
survey of antibiotic prescription 
habits of doctors. So why the 
crowd? Well, each doctor who 


free screwdriver set. The traffic 


two sides to most situations... 


Cartoon idea contributed by Paul G. Pflaumer, Renuzit Home Products Co., Philadelphia 


VALUABLE AG 
PREMIUMS 


‘ 


And there are two sides to the 
DELAWARE VALLEY 


No one is offering trading stamps to Delaware Valley 
advertisers for the promotional dollars they spend. But 
there are premiums galore for those who aim their mes- 
sages at the rich Camden-Trenton market in the eastern 
half of the Valley. 


It pays fo cross 
the Delaware 


Most of the nearly 2-billion-dollar growth the Valley has 
experienced since 1950 has taken place here. Retail sales 
per family are $731 above the national average here. And 
the media that reach better than 85% of this flush popu- 
lace are here, too. They're the TRENTON TIMES and the 
CAMDEN COURIER-POST. 


TRENTON TIMES 


Established 1883 


CAMDEN COURIER-POST 


Represented nationally by GEORGE A. McDEVITT CO., INC, New York ” 


Chicago J 


Established 1875 


Philadelphia + Pittsburgh 7 


Detroit 


les Angeles 


at O’Brien-Sherwood was often so 
heavy doctors were advised to 
come back later when they 
wouldn’t have such a long wait. 

Only one automobile manutfac- 
turer, Chrysler Corp., was repre- 
sented at the AMA meeting. Chrys- 
ler showed the Imperial and the 
Professional, a station wagon that 
can be converted into an ambu- 
lance. Doctors were given a ques- 
tionnaire to test their reactions to 
the Professional. 

Finally, there was one advertis- 
ing agency renting space at the 
Coliseum, and this was William 
Douglas McAdams Inc., the largest 
of the ethical pharmaceutical 
agencies, which maintained a “hos- 
pitality room” for the entertain- 
ment of clients and reporters. + 


St. Paul Department 
Store to Spotlight 
Local Products 


Str. Paut, June 11—The Em- 
porium, St. Paul department store, 
will run a special promotion June 
24 to July 5 focusing on products 
made here. 

During the promotion all dis- 
play windows and most of the in- 
store display space will be devoted 
to exhibits by an estimated 250 
local companies whose products 
range from construction materials 
to toothbrushes, 

More than 26,000 lines of adver- 
tising in the St. Paul Pioneer Press 
and St. Paul Dispatch will promote 
the affair backed by a barrage of 
spots on radio and tv. An elaborate 
pr push is lining up publicity in 
the local dailies, the house organs 
| of the St. Paul manufacturers and 
on a local tv station. + 


Cary-Hill Appoints Five 

Cary-Hill has made several ex- 
ecutive appointments and promo- 
tions in its three offices. Gene 
Cuddeback, formerly assistant to 
the president of Buchanan-Thom- 
as, Omaha, has been named man- 
ager of the Omaha office. He 
succeeds Virgil Clark who becomes 
director of a special food and 
packaged goods division. Dick 
Moon has been named account 
executive in the Kansas City of- 
fice. He was formerly a publisher 
and public information specialist. 
George Opperman, formerly as- 
sistant director in the Des Moines 
office, has been transferred to the 
Kansas City office where he is art 
director. 

Earl Coverdale Jr., has been ap- 
pointed head of the agency’s pr i 
division. He will headquarter in 
Des Moines. 


Gallagher Joins Metro Group 
Jack Gallagher, formerly with 
the American Weekly, will join 
| Metropolitan Sunday Newspapers 
on June 17 as a member of its 
New York comics sales staff. 
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nothing under the 


completely covers the FLORIDA 


GOLD COAST MARKET 


like... 


ami 


America's 12th largest retail market with 
annual sales of over $2-billion dollars. 


In sales per family in retail "LUMBER- 
BUILDING MATERIALS-HARDWARE" 
classification, Greater Miami fops all 
other 25 U.S. “billion-dollar-plus” markets. 
Just as you would expect in a 
young-family market that's always 
buildin’, fixin' and paintin’. 

Also first in Wearing Apparel . . 
first in Furniture-Household-Radio 
. . « first in Eating-Drinking places 
. . » first in Food 
.. . first in Drugs-Toiletries 
. . second in Automotives. 
Source: Sales Management 


For pin-pointed data, ask the man from 


STORY, BROOKS & FINLEY 
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ROP Ads Create Dealer Acceptance in 


LANSING 


“Getting distribution for an unknown product is always 
difficult, and three years ago Rust-Oleum was just that— 
an unknown—to the public at least. 


“Our newspaper campaign created an immediate consum- 
er demand and the dealer reaction that followed was won- 
derful. This was particularly true in Lansing. The State 
Journal gave us the complete coverage we needed for our 
ads and some hard hitting editorial and merchandising sup- 
port. They're still doing the job!” 


An Interview with PAUL MOFFIT, Rust-Oleum Corp. 


LANSING 


MICHIGAN 


Capital City 
of Michigan 


, THE STATE JOURNAL 


Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW YVER-FERGUSON-WALKER COMPANY 


| Art Services Assn. Formed 


National Assn. of Ari Services, 


Advertising Age, June 17, 1957 


re 


New York, a non-profit trade as-| 
sociation, has been formed by a 


group of major art studios in New 
York, with offices at 43 E. 49th St. 
Officers elected are Charles North, 
Charles North Studio, president; 
Goodhue Weatherly, Boyan & 
Weatherly, lst vp; John H. Topp, 
John H. Topp Inc., 2nd vp; An- 
tonio Granados, Mel Richman Inc., 
secretary, and Dan Cassel, Comart 
Associates, treasurer. 


Postal Employes Advertise 


The Joint Conference of Affili- | 


ated Postal Employes (AFL-CIO) 
has launched an advertising cam- 
paign in New York to acquaint the 
public with working conditions and 
wage problems in the federal post- 
al service. Subway posters and 
metropolitan newspapers are being 
used. Howard Weiser Advertising 


lis the agency. 


HERMAN WOUK: 


Mr. Wouk, author of 


“A fresh, white sheet of paper is as beautiful to a writer and as challenging as a block of marble is to a sculptor.’ 
Marjorie Morningstar,” 


wa Pulit ur Pri c mner 


Better papers are made with Cotton Fiber’ 


*LOOK FOR 


Wh: at do you value most in a paper? Beauty? Durability? Dependable perform- 
> These historic qualities of cotton fiber papers are unexcelled by any other 


ance 


BETTER 


type. ‘The fiber that goes into these papers, and the special equipment and proc- 
esses used in making them, represent quality papermaking at its best. You buy 


with confidence when you specify cotton fiber papers. 


YOUR SUPPLIER KNOWS . 
mum to 100% 


. why papers made of cotton fiber (25% mini- 
in the best grades) perform better in a variety of uses. Ask him 


about cotton fiber business and social stationery, indexes, ledgers, onion skin and 


drawing, tracing, blue print and other papers. 


“COTTON” OR “RAG” 


PAPERS 


IN THE WATERMARK OR LABEL 


©@Cotton Fiber Paper Manufacturers, 122 East 42nd St., N. ¥.C. 


DONALD E. SWANSON, product devel- 
| opment manager of the Ac’cent 
| division of International Minerals 
& Chemical Corp., Chicago, has 
been named to head the company’s 
consumer, institutional and food 
processing advertising services. 


Buffalo Discounter 
Fined $1,700 in 
| Sunbeam Corp. Suit 


BurraLco, June 11—A_ Buffalo 
|/appliance store and its president 
were fined $1,700 in federal court 
last week after their conviction on 
a civil contempt charge arising 
from the sale of Sunbeam Corp. 
appliances below fair trade prices. 

Federal Judge Justin C. Morgan 
jassessed the fine on T & S Sales 
Inc. and its president, Richard 
S. Car. They were found guilty of 
| violating a March 21, 1956, injunc- 
tion of Federal Judge Harold P. 
Burke against sales below agreed 
prices. 


|\# A contingent fine of $250 also 
was levied to be paid if there were 
\further violations. Punitive dam- 
| ages which had been asked by Sun- 
beam in its contempt complaint 
were waived by the plaintiff dur- 
ing a session with the judge in 
his chambers. 

The fine was based on claimed 
expenses of the plaintiff in press- 
jing the contempt action. = 


‘Playboy’ Awards ADS Units 

| Playboy has awarded prizes to- 
| taling $3,200 to college chapters of 
|Alpha Delta Sigma, national ad- 
vertising fraternity, for winning 
entries in the Playboy College Ad- 
vertising Contest. Purpose of the 
contest, sponsored by the magazine 
and the Roosevelt University chap- 
ter of ADS, was to provide experi- 
ence in preparing ads. First prize 
($1,000) went to the George Bur- 
ton Hotchkiss chapter of New York 
University. An additional $250 was 
awarded to chapter advisor Wil- 
liam L. Doremus. The San Jose 
State College, San Jose, won sec- 
ond prize. Other prizes went to 
chapters at the University of Iowa, 
University of Southern California 
and DePauw University. 


Wilbur & Ciangio Adds Six 
Wilbur & Ciangio, New York, has 


| added six new accounts. Three are 
ined advertisers: Ferrodynamics 
|Corp., Lodi, N.J., manufacturer of 
recording tapes; Sportsman’s Book 
Club, New York, and Eastern Sau- 
sage & Provision Corp., New York. 
Two of the other new accounts 
|have been inactive recently: In- 
ternational Electronics Corp., New 
York, manufacturer of electronic 
tubes, and Hope Chemical Corp., 
Pawtucket, R.I., detergent manu- 
facturer. The other account, Rock- 
| bar Corp., Mamaroneck, N.Y., dis- 
tributor of high fidelity record 
changers and loud speakers, for- 
merly was handled by Gilbert 
Advertising Agency, New York. 


Bates Joins Wool Bureau 

| Albert W. Bates, formerly vp of 
| Selvage & Lee, has been appointed 
director of publicity of the Wool 
|Bureau, New York. 
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How 

Sales and 
Marketing 
Executives 


use our 
| NEW SALES OPERATING TOOL 


Here are some of the many ways sales and marketing exec- 
utives put this operating usefulness to work: 


Ways of using this selling tool are unlim- 


to sell the 


ited. This operating manual is engineered 


for specific product use — for any type of 


Pittsburgh 
Market 


Plenty of headwork by 
marketing engineers and legwork by 
trained fieldmen were mustered to present 
TODAY'S NEWNESS for every segment of the 
Pittsburgh Market. Here it is. A complete 
market picture in one book—a sales oper- 
ating tool designed to give sales executives 
a closer working control over all parts of 


the market. 


@ Using our up-to-the-minute 
facts and figures on economic 
growth, distribution outlets 
and shopping streets and cen- 
ters, they set up...check...or 
revamp their sales territories 
and dealer franchise areas. 


@ They rearrange sales and 
dealer boundaries...locate new 
dealer possibilities ...and lay 
down new plans based on our 
sales division breakdowns and 
sales visualization maps show- 
ing communities proportioned 
to population. 


@ They show and discuss 
with each of their salesmen his 
territory and the complete pic- 
ture of dealer set-up, growth 
and potential for individual 
sales divisions. 


os They visualize the market 
— its size and growth...new in- 
dustries and new families—and 
determine their needs for sales- 
men, carriers and so on. 


@ They plot on our sales 
division maps the location of 
their dealers and those of their 
competitors. They measure po- 
tential with our new economic 
data, new roads, housing and 
other developments — present 
and future—and pencil in their 
own notes and planning 
changes on maps and blank 
pages. 


ull- 


goods or service. 


Many sales executives living and working 
in the Pittsburgh market gave generously 
of their time and knowledge to help make 
this operating control both practical and 
flexible. 


We invite sales and advertising executives 
to see and examine this new operating use- 
fulness. Telephone one of our representa- 
tives. He’li be glad to go through its pages 
with you. 


PITTSBURGH 


Represented 
Nationally by 
HEARST 
ADVERTISING 
SERVICE INC. 


Offices in Principal Cities 
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New St. Louis Job Guide 

The sixth edition of “St. Louis | 
Job Guide,” a listing of St. Louis 
companies in the advertising, pr, 


IS IT EXCITING? 


Are your headlines neon, ? Are they 
HUMAN IN- 
ail, sell, impel? 


ing! Want evidence? 


eh Fellow Bott 2 


Leo P. Bott, Jr., 64 E. Jackson, Chicage 


media and employe relations fields, | 
has been published by Frank Block 
Associates, advertising and pr| 


| agency, St. Louis. About 600 com- 


panies and organizations are list- | 
ed by postal zone as a convenience | 
to job seekers. The companies list- | 
ed do not necessarily have job 
openings at present. | 


| 
i 


Brown & Bigelow Names Cole §$; 


David J. Cole has been named | 
manager of national accounts of | 


Bribes, Secret Deals Flourish in | | 
Grocery Field, Says NARGUS Lawyer 


(Continued from Page 2) | stand, a large segment of the food / 
| suggesting that the situation could | distribution field could escape the 
be corrected by strengthening the jurisdiction of the FTC, and the 
Robinson-Patman law and _its| anti-trust laws. 
enforcement, Mr. Bison acknowl- He was referring to the FTC’s 
edged that if a recent decision by|case against Food Fair Stores, ; 
an FTC examiner is allowed to| which charged the chain with dis- 


the Brown & Bigelow Agency, sub-| 
sidiary of Brown & Bigelow, St.| 
Paul, Minn. Mr. Cole was general 
sales manager of WTCN-TV, St. 
|Paul-Minneapolis, for the past 
| three years. 


Turpin Named Area Manager 
Ray Turpin, salesman for Na- 
tional Transitads Inc., New York, 
in Kansas City for the past five 
years, has been appointed area} 
manager there, effective June 10. 


THE 


ever touched so many 


There is a difference... 
50,000 WATTS, CLEAR CHANNEL, NASHVILLE - BLAIR REPRESENTED 


Another facet of the fabulous WSM story... 


GRAND OLE OPRY 


Nothing in the history of entertainment has 


lands for so many years... 


criminatory advertising and pro- 
motional allowances. An FTC 
examiner dismissed the _ case, 
rare with Food Fair’s conten- 
tion that since it owned a meat 
/packing plant, the FTC had no : 
| jurisdiction over it. 


—. 


s Mr. Gwynne said the FTC has 
been informed “that violations are 
all too common and seem to be on 
the increase.” There is a growing 
pressure in some areas for allow- 
ances and handouts of all kinds, 
he said. 

Violations often set off a chain 
|reaction, Mr. Gwynne said. “One 
|company takes an illegal step and 
his competitors feel they must do : 
the same, or even more, in self 
defense,” he said. 
| “The result is a race in which 
ithe small competitor sometimes 
|does not survive the early laps, 
leven though the quality of his 
|product and service may entitle 
him to a better fate,” he asserted. 
bee use of discriminatory allow- 
ances and handouts as substitutes 
in the long 
to all con- 


ave = 


lives in so many 


|for competition will, 
run, prove harmful 
| cerned, he added. 
“It will prove harmful to those 
|who offer or who receive the il- 
legal allowances, because they will 
eventually learn that their com- 
| petitors can also play that game 
and even outbid them,” Mr. 
Gwynne said. 

“Unfair methods of competition 
sometimes offer a windfall to 
lucky members of the buying 
public; nevertheless, in the long 
run, an undeserved advantage 
must be paid for by someone,” he 
said. = 


Marshall Joins Weiss 

Pierre F. (Pete) Marshall has 
joined Edward H. Weiss & Co., 
Chicago, as account executive for 
Sealy Mattress Co. and Sealy Inc., 4 
national marketer of Sealy mat- 
tresses. Mr. Marshall previously 
was account supervisor on radio 
and tv accounts at Russel M. Seeds 
Co., Chicago. Earlier he was ad 
director of Magnavox Co., Fort 
Wayne, Ind. 


Donahue & Coe Adds Glaser 

Donahue & Coe, Chicago, has { 
been appointed to handle adver- ' 
tising for Glaser, Crandell Co., 
Chicago manufacturer of nationally 
distributed Everbest preserves and 
pickles and Derby sauces. Henri, 
Hurst & McDonald, Chicago, is the 
former agency. 


Lever Tests New Bath Bar 

Praise, a detergent toilet and 
bath bar, is now being distributed 
in Florida by Lever Bros., New 
York. Test operations begin early 
next month, including a 52-week 
schedule on radio, in Tampa and 
| Orlando. Kenyon & Eckhardt, New 
| York, is the agency for the new 
product. ’ 


Chandler Joins BBDO 

Batten, Barton, Durstine & Os- 
| born, San Francisco, has named 
MacLean Chandler an account ex- 
ecutive. Formerly with Harring- 
ton-Richards, San Francisco, Mr. 
Chandler has also been with ABC, 
| CBS and Leo Burnett Co., Chicago. | 


McCormick Joins Cockfield 
Michael J. McCormick has 
joined the Montreal staff of Cock- 
field, Brown & Co. He will serve q 
in a senior account capacity. 


it’s WSM radio 
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Look how they're switching 


to FARM and RANCH! 


Gains or losses in 


pages of advertising’ first five months of 1957, 


as compared with same period in 1956: 


FARM and 
RANCH 


+92% 


These fine firms have switched some or all of their Southern 
advertising to Farm and Ranch within the past year: 


Abbott Laboratories (Chemical Sales Division) 


Allied Mills, Inc. 
Aluminum Company of America 


American Cyanamid Co. (Fine Chemical Division) 


American Cyanamid Co. (Malathion) 
American Farm Equipment Sales Company 
Anchor Serum Company (Missouri) 
Armour and Company (Dynafac) 

Ben Hur Manufacturing Company 

Chilean Nitrate Educational Bureau, Inc. 
Commercial Solvents Corporation 
Continental Motors Corporation 

DeWitt's Turkey Hatchery, Inc. 


E. |. DuPont de Nemours & Co. (Remington Arms) 


Fairbanks, Morse and Company 
Firestone Tire and Rubber Company 


Flint and Walling Manufacturing Company, Inc. 


Ford Motor Company (Trucks) 

General Electric Company (Refrigerators) 
General Mills, Inc. ( Larro Feed) 

Hahn, Inc. 

Hess & Clark, Inc. (Feed Products) 
Hotpoint Company 

Kalamazoo Vegetable Parchment Company 
Keystone Steel and Wire Company 
Louisville and Nashville Railroad Company 
Maico Company, Inc. 

Martin Steel Products Corporation 
McCulloch Motors Corporation 

Morton Salt Company (TM Salt) 

Norwich Pharmacal Company (Norforms) 
Quaker Oats Company (Feed) 

Ralston Purina Company 

Red Arrow Laboratories 


Remington Rand (Electric Shaver) 
Reynolds Metals Company 

Dr. Salsbury’s Laboratories 

Shakespeare Company 

Southern Nitrogen Company, Inc. 

Stewart Stevenson Services, Inc. 

Swift & Company (Agricultural Research) 
Taylor-Evans Seed Company 

Tokheim Corporation 

Virginia-Carolina Chemical Corporation 
Walling Keith Chemical, Inc. 

West Coast Sales & Service 

Western Condensing Company 

Western Electric Company, Inc. 
Wolverine Shoe & Tanning Corp. (Work Gloves and Shoes) 
Wyler Watch Corporation 

Zenith Radio Corporation (Hearing Aids) 


Advertisers seeking SALES to Southern farmers are 


switching to Harm and Raneh 


NASHVILLE, TENNESSEE 


*Source: 
Advertising Age, 
June 3, 1957 


More than 1,300,000 subscriber families in 15 Southern states. 


SALES OFFICES IN: Atlanta, Chicago, Dallas, New York 


SALES REPRESENTATIVES IN: Denver, Los Angeles, San Francisco, Seattle 
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PHOTO REVIEW 
OF THE WEEK 


Payne Finley Williams Steward 


OKLAHOMA ADMEN—Officers and directors of the new 
Oklahoma chapter of the National Industrial Ad- 
vertisers Assn. are Chad Steward, Dowell Inc., 
president; R. W. Robson, National Tank Co., vp; 
C. P. Williams, Moorlane Co., secretary; Oscar 
Payne, Watts-Payne Advertising; Roy E. Finley 


Tucker Robson Whitlock 


and Mitchell Tucker, Oil & Gas Journal, all Tulsa, 
and H, Wesley Whitlock, Boardman Co., Oklahoma 
City, directors, Not shown are John B. Gibbons, 
Gibbons Advertising Agency, Tulsa, treasurer; Har- 
old J. Godshalk, Failing Supply Co., Enid; Ted R. 
Trautmann, McDonald-Thompson, Tulsa, directors. 


Ri nation ob ne head tented oh Ble A Fh Td 


GETTING IN THE ACT—Steve Allen holds up a copy of Advertising Age 
as a lead-in to a comedy take-off on television commercials. Calling 
attention to an article which pointed out that culture is being inter- 
jected into pictures to raise the level of commercials, Mr. Allen said 
the next thing advertisers might use are the world’s great art 
masterpieces. Of this one, the announcer might say, “Mother, is 
your back killing you? It’s probably from sitting around all day in 
one of those stiff straight chairs. Don’t just sit there. Buy a Relaxo 
contour chair...” 


useFut—Paul Konsterlie, art direc- 
tor of Kerker, Peterson, Hixon, 
Hayes, Minneapolis, designed this 
winning stamp in the competition 
staged by the Minnesota statehood 
centennial committee. Plans call 
for issuance of the stamp on Min- 
nesota Statehood Day, May 11, 
1958. 


DISCRIMINATING — Haffenreffer 
& Co., Boston, touts its Pick- 
wick ale with a “meant for 
men” appeal on painted spec- 
taculars erected by Dor®melly 
Advertising. John C. Dowd 
Inc., Boston, is the agency. 


vs. 


Pal 
ye 


at. 


Waddell Burris 


McWilliams 


Mergell 


Axelrod HONORED—J. Harold Booth, exec vp of Polaroid Corp., Cambridge, 


DISPLAY—Six models show off Northern Lights, a $50 
swimming suit, in a presentation by Rose Marie 
Reid, Los Angeles swimsuit manufacturer, at the 
National Sales Executives’ Distribution Congress in 


Weil 


CHICAGO FiIRST—Newspaper and agency executives gather informally prior to the 
premiere Chicago showing of the Bureau of Advertising’s new film, “People, Profits 
and You.” Listening intently to Louis A. Weil Jr., Grand Rapids Herald and Journal 
& Courier, Lafayette, Ind., are Richard L. Jones Jr., Newspaper Printing Corp. of 
Tulsa; Dent Hassinger, Bureau of Advertising, and William D. Tyler, Leo Burnett 


Los Angeles. Backed by models Joann Waddell, 
Mary Morlass, Barbara Rhoades, June Burris, Sandy 
McLean and Dee Mergell are Jack Axelrod, sales 
administrator, and Shirley McWilliams, ad director. 


Walsh Runge McKittrick Hall 


Stewart 


Mass., accepts for Polaroid the American Marketing Assn.’s annual 

award for outstanding achievement in the field of marketing in New 

England from Professor Neil H. Borden (left), Harvard business 
school, and chairman of AMA’s Boston chapter. 
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Healy Walker Buddle 


Co, Just relaxin’ are Donald J. Walsh, Chicago American; Robert J. Runge, Norge 
division, Borg-Warner Corp.; C. E. McKittrick, Chicago Tribune; Arthur E. Hall, 
Chicago Daily News; Russ Stewart, Chicago Sun-Times. Charles Healy, O’Mara & 
Ormsbee; Vincent Bliss, Earle Ludgin & Co., and Charles Buddle, J. P. McKinney & 
Son, renew acquaintance with Lester Walker, Guide & Tribune, Fremont, Neb, 
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month after month... 


1512 million* men and women“live by the book” 


...and the book is Better Homes and Gardens 


4,350,000 COPIES EACH MONTH 


Vass 
G 
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. 
. 
. 


“The book”’ is a trusted friend that reaches all members of the during the year... 
family —individually or collectively. 2,550,000 readers of an aver- 
age issue said they tried something or used an idea suggested 1 


in BH&G—4,450,000 total actions. 1,800,000 said they bought 4 
something shown in an article or ad—2,550,000 total purchases. 3 O er 1C a 


15,500,000 people read an average issue of BH&G. One third of 


the 123,800,000 people in the U.S. 10 years of age or older read 
one or more of every twelve issues. That’s 44,150,000 Better reads Better Homes & Gar dens ! 


Homes and Gardens readers—and over 40% of them are men. 
Meredith Publishing Company, Des Moines 3, Iowa. *4 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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new offices in San Jose, Cal., has, operate under the name, Robert 
|merged with Robert Barton & As-| Barton & Associates. Joseph Cap- 
pels will direct the media and copy 
departments; Robert Barton will 
head merchandising, and Dwight 
| Mindling will be senior account ex- 
omega 

_Wernicke Elected VP 

William L. Wernicke, radio-tele- 
|vision director of Morey, Humm & 
Warwick, New York, has been 
| named a vp. 


Cappels, Barton Merge 
Cappels & Associates, which re- 
cently moved from Sunnyvale to'sociates, San Jose. The agency will 


HERE! DAILY most everyone keeps up 
with the world... HEAR «apo 490 FIRST 


Bes WW SRS 


pla fem CLEVELAND'S 
More Music.. 


More News... More Homes 


(Continued from Page 2) 
ment Tourist Office’s mission, 
which is primarily one of dissem- 
inating information on France.” 


e “An ample familiarity with 
» Piano culturally, geographically, 
and touristically.” 


|e “Some background in the field 


The 
adventures of 


starring 


with James Hong as the Number One Boy 


Here it is! Television’s own brand-new half-hour 
series now being produced in Hollywood and in the 
intrigue-filled Hydrogen Age capitals of Europe — 
The NEW Adventures of Charlie Chan. He’s the 
master mystery entertainer of them all—Enter- 
tainment’s only Chinese detective. Loved by 
millions . . . eager audiences have laid down their dollars at box offices 
everywhere to thrill to the exciting cleverness of Earl Derr Biggers’ famous 
fictional sleuth. Want to enjoy yourself and profit seeing Charlie Chan solve 
“The Case of The Profit-Building Program’’? Just wire collect or phone 
tpa today for a private screening. 
Charlie Chan and his 
Number One Son have filmed commerical lead-ins and lead-outs for you. At 


small additional cost, you can wrap your local announcements with the prestige 
and power of introductions by Hollywood’s stars! 


GOWARD SMA. ¢ MILTON A. GORDON - MICHAEL M. SILLERMAN 


Executive Vice-Presstent 


488 Madison Ave., New Vork 22, N.Y. + 


* PL. 6-2100 


Parbleu! Six Francophiliac Agencies Still 
Wooing $300,000 French Tourisme Account 


‘sonality, be acquainted with her 
|high artistic standards, and be 


|which Americans can understand 
/and appreciate.” 


Advertising Age, June 17, 1957 


of travel,” but no competitive gov- 
ernment tourist accounts. 


e The account executive: He 
“should be imaginative in approach 
and possess more than ordinary 
interest in France and travel. He 
should also have sufficient stature 
within the agency structure and a 
maturity of mind to be in a posi- 
tion to deal with government offi- 
cials and executives. Although 
complete facility in French is not 
required, a reading knowledge of 
the language would be of aid in 
handling the account.” 


e Art director. French tourist ad- 
vertising, “because of the coun- 
try’s reputation and high standards 
of artistic achievement, demands 
the very best in art direction. The 
art director should know France, 
have innate affection for her per- 


able to translate these into terms 


e Copywriter, consumer advertis- 
ing. He should “know France, 
have a feeling for her history, 
culture, moods and personality. 
This copy must have verve and 
plausibility ... Paris is not all of 
France and the copywriter must 
possess the competence and knowl- 
edge to express about every region 
of France the things which are 
most exciting to Americans.” 


e Copywriter, trade publications. 
He “must have some grounding in 
the travel industry and be aware 
of trends and innovations which 
would be helpful to travel agents, 
carriers and others who deal with 
the American public or otherwise 
\service France.” 


|e Copywriter, radio. The tourist 
office jointly sponsors with Air 
France a twice-weekly radio show, 
|“To France with Music,” in 14 high 
| passport-issuing cities. “Again, a 
‘knowledge of France would be 
helpful in writing of this show.” 


® Applicants were asked “to sub- 
mit a program in writing outlin- 
_ing the manner in which the agen- 
cy would approach and fulfill each 
requirement described herein.” 

The tourist office also advised 
that “agencies whose organiza- 
tional structures do not permit 
profitable handling of the French 
Government Tourist Office ac- 
}count should refrain from making 
la solicitation.” 

This was apparently an allu- 
jsion to Benton & Bowles, which 
‘reportedly resigned the business 
on finding that it could not profit- 
ably service an account of this 
size. B&B has been the agency 
since 1952. 

Despite these somewhat formid- 
able conditions, 30 agencies did 
return written solicitations. These 
entries were screened by Mr. 
Reader and Georges Anderla, as- 
sistant agent general of the tour- 
ist office, who narrowed the se- 
lection to six. # 


Houston Adds De Witt 

De Witt’s pills, 50-year-old prod- 
uct of E. C. De Witt & Co., Chicago, 
has appointed Bryan Houston Inc., 
New York, to handle its first na- 
tional advertising campaign. Week- 
ly insertions in American Weekly 
and Family Weekly spearhead the 
campaign, which also includes fre- 
quent insertions in daily newspa- 
pers. A 60¢ trial size of the kidney 
stimulant is also being introduced. 


Rosman Joins Western Union 

Alfred Rosman, formerly adver- 
tising manager of Otarian Inc., has 
been named sales promotion man- 
ager of Western Union Telegraph 
Co., New York. 
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The People’s Watchdog — 
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* 
: The American NEWSPAPER 
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—a major contribution in the public interest 


—made by 


THE HOUSTON PosT 


THE CASE OF THE DISAPPEARING HOUSES 


The widow complained to the Houston after strange deal turned up. Houses that 
POST that she was getting a run-around had been ordered to be sold at auction in 
from City Hall. This is a standard accusa- the right-of-way project had completely 
tion, and it would have been easy for the disappeared, without a trace. 

POST to ignore it. Probably not much to The city treasurer was suspended eight 
it, almost any newspaper man would say. days after the first story in the Houston 

But the widow’s lament was not ignored. POST. Three days later, the grand jury 
Two POST reporters got onto it. It was began investigating. 
hard work, and discouraging, but two Now, the man who was the city’s chief 
weeks later the POST was able to report land buyer at the time is under two-year 
that a right-of-way buyer in the city of sentence and facing still other charges. 
Houston was straddling the fence—he Another ex-buyer is yet to be tried. The 
represented not only the city, but also suspended city treasurer is in the state 


people who were selling to the city. penitentiary, with a four-year sentence. 
Next day, the Mayor suspended four The city of Houston now has better 
land buyers. government, because a newspaper listened 


That, however, was not the end. A flood to a routine complaint from a citizen, and 
of fantastic facts began to pour out. Deal took action. 


5 - " Sas x ie CET Sear oe Wy ol, Ay RS GN See 


She Oe Gt ACen. 3. 
SE a ae, Wi I Oe A ee 


NO WONDER the people BUY 
57,000,000 newspapers every day, for which they pay over $3,500,000 daily 


It is important for advertisers to remember — People welcome advertising in newspapers 


Published in the interest of all Newspapers and Advertisers by 


Moloney, Regan & Schmitt 


HERBERT W. MOLONEY, President 
Newspaper Representatives Since 1900 
Representing Newspapers Only 


NEW YORK ® cHicaco % petroir % PHILADELPHIA *% BosTON % ST LoUIS % SAN FRANCISCO % LOS ANGELES % DALLAS % MIAMI 
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Liberty of Canada Bids on 
i ae ; =< Consolidated Press Stock 
Liberty of Canada Ltd., Toronto, 


, has offered to buy outstanding 
Missouri FARMERS... | | shares of Consolidated Press Ltd., 


Toronto, at $4.75 a share for A} 
stock and $2 a share for the B 
stock. There are 100,000 shares of 
each class of stock outstanding. 
| Liberty’s offer, which expires 
Oct. 1, is subject to acceptance by | 
90% of the shareholders. Consoli- | 
es) dated, which publishes Saturday | 
Bey | Night, Canadian Home Journal, | 
Vital Editorial Program—Edited 100% for MISSOURI Agriculture. : She Permits Sidadas Gan oe 
|business papers, lost more than 


Covers a TOP-THIRD Farm-Income State. 


Intensive Coverage of Missouri's Top Commercial Farms. 


State Farm Paper Format—lIssued Semi-Monthly. 


Advertising Age, June 17, 1957 


| $100,000 in operations last year. 


| 


| cessor has been named. 


| Foster Leaves ‘Western Family’ 


| Western Family, Los Angeles, has 
announced his resignation, effec- 
|tive Aug. 1. He will reveal his fu- 
ture plans at a later date. No suc- 


RIDGE L. HARLAN has joined Brooke, 
Smith, French & Dorrance of the 
Pacific Coast Inc. as a partner, vp 
C. B. Foster, president-publisher, | qnd creative director. Mr. Harlan 


was formerly a top creative exec- 
utive of Batten, Barton, Durstine 
& Osborn, San Francisco. 


In any of these 5 important markets . . . 
you get the big audience with the Storz Station. 


MINNEAPOLIS-ST. PAUL . . . with WDCY. 
March, 1957 Nielsen shows WDGY first (NSi 
Area, 9 a.m.-6 p.m., Mon.-Sat.) Latest Trendex 
ranks WDGY first all day. Latest Pulse has WDGY 
first every afternoon. Make sure you're working 
with up-to-date data from the Twin Cities. See 
John Blair or WDGY GM Steve Labunski. 


OMAHA... with KOWH. First all day on all 
3 Omaha surveys. First on latest (March-April) 
Omaha Hooper. 40.9% first place all-day average, 
latest Omaha Trendex. 246 out of 264 first-place 
daytime quarter-hours, on latest Pulse. Contact 
Adam Young Inc., or KOWH GM Virgil Sharpe. 


KANSAS CITY...with WHB. First per Metro 


Pulse, Neilsen, Trendex and Hooper—first per 


Poatin for: Tops 


Storz Stati 


AREA Nielsen and Pulse. 87% renewal rate among 
Kansas City’s biggest advertisers proves dynamic 
sales power. See John Blair or WHB GM George 
W. Armstrong. 


NEW ORLEANS... with WTIX. Month after 
month WTIX maintains or widens its first place 
position in New Orleans listening. First on Pulse 
(6 a.m.-6 p.m., Mon-Fri.) And first per latest 
Hooper. Ask Adam Young Inc., or WTIX GM Fred 
Berthelson. 


MIAMI...with WQAM. Way out front. More 
than 2% times the audience of the second station, 
per latest Hooper. Now Pulse, Hooper and Trendex 
are in agreement: All three show WQAM first—all 
day! See John Blair, or WQAM GM Jack Sandler. 


ons |=: = 


President 


Form PR Group 
Like Ad Council, 
Macwithey Urges 


New York, June 11—James L. 
Macwithey, president of the Amer- 
ican Public Relations Assn., today 
proposed the formation of a Coun- 
cil of Public Relations, which 
would operate in a manner similar 
to the Advertising Council. 

Mr. Macwithey made his pro- 
posal in an address before a lunch- 
eon meeting of the New York 
chapter of the association. 


® He suggested that the council 
consist of (1) independent pr 
counsellors, (2) pr executives from 
industry, government, institutions, 
associations and cultural groups, 
and (3) university professors, 
“particularly those skilled in the 
social sciences which are proving 
useful in the public relations field.” 

“Thus,” Mr. Macwithey said, 
“we would marshal together in one 
unit everyone competent to plan 
and execute all types of public 
relations programs, be they in in- 
dustry, international affairs, in fact 
any field. Certainly there will be 
demands for the services of a 
Council of Public Relations— 
which would be offered gratis to 
any worth while group which de- 
sires to accomplish any vital ob- 
jective.” # 


Harris & Whitebrook Gets 
Wilson Bros. Account 

With the consolidation of the 
selling and manufacturing facili- 
ties of Wilson Bros. and the Enro 
Shirt Co., Harris & Whitebrook 
Advertising, Miami, has been 
named to handle all advertising. 
The combined operation will func- 
tion under the corporate name of 
Enro Shirt Co., a wholly-owned 
subsidiary of Wilson Bros., Chi- 
cago. Batten, Barton, Durstine & 
Osborn formerly was Wilson’s 
agency. 


Beaumont & Hohman Adds One 

Milk Foods Inc., Modesto, has 
appointed the San Francisco of- 
fice of Beaumont & Hohman to 
handle its advertising. Charles 
Fishel, general manager, said the 
company will begin marketing its 
new M-F brand party dip mix na- 
tionally. The product, in powdered 
form, is an instant dip mix which 
comes in bleu cheese, garlic and 
onion flavors, plus an unflavored 
dip to which consumers can add 
other ingredients to produce their 
own flavor. 


Hirst Joins Mohr Associates 

Charlene Hirst, formerly direc- 
tor of radio-ty media of Parker 
Advertising, has been named me- 
dia director of radio and television 
of Mohr Associates, New York, a 
new post. 
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Public More Willing 
to Pay for Fee TV, 
‘Look’ Survey Finds 


New York, June 11—How does 
the public—which will have the 
final say as to the success or failure 
of fee tv—feel about having to pay 
for tv entertainment? How much 
would they be willing to pay for 
various kinds of fare? 

Look last week released the find- 
ings in the latest in a series of 
studies on the subject made by 
Alfred Politz Research. 

Surprisingly enough, the maga- 
zine reports, “whereas public in- 
terest in watching most of the nine 
types of free tv shows studied has 
decreased somewhat from the in- 


_ terest of a year ago when a similar ; 25,300,000 (19.9%) would be will- 


Look-Politz survey was conducted, | ing to pay $1. 
public willingness to pay for the 
privilege of viewing has increased|# Of the types of programming 
for almost all of the shows, re-|studied, a World Series game 
gardless of the price. would draw the biggest audience 
on toll tv. But other categories 
s “For instance, at a $1 price,|also seem to have a large potential 
there has been an increase for all | audience. 
types of shows except a heavy- At 25¢ the study shows that 31,- 
weight boxing championship, | 500,000 people (24.8%) would be 
which has shown a very slight de- | willing to pay to see a variety 
crease.” |show; 29,500,000 (23.1%) would 
This study, covering persons 10 pay to see a previously unreleased 
years old or older in the U. S.,/| film and 28,750,000 (22.6%) would 
indicated that 53,200,000 people| pay to see a championship fight. 
(41.1%) would be interested in|At 50¢ the figures in all three 
seeing a World Series game on free | categories went down somewhat; 
tv. If pay tv got this attraction,| there was a still further drop at a 
35,600,000 (27.9%) would be will-| $1 price. A current Broadway play 
ing to pay 25¢, 32,400,000 (25.4%) | showed up as the second best box 
would be willing to pay 50¢ and | office attraction at a pay tv price 


of $1. The World Series game was 

| first in this admission price range, 
| with variety shows third and fea- 
|ture films fourth. + 


ARF Issues 8th PARM Study 

The Advertising Research Foun- | 
dation has issued the eighth in a) 
series of analytical bulletins on its 
printed advertising rating methods 
(PARM) study. This bulletin deals 
with factors affecting aided recall] 
ratings, showing how ad scores 
fluctuate according to interviewer 
ability. It singles out the “play- 
back” phase of the interview as the 
critical point. 


Advent Names Martens A.E. 


Advent Associates, Elizabeth, 
N.J., industrial agency, has ap-| 
| pointed Herbert R. Martens an ac- 


count executive and assistant to 
the president. Mr. Martens former- 
ly was vp and director of adver- 
tising and public relations of Na- 
tional Publishing Co., publisher of 


| Contact. 


“Site vrwees Sears 


= How You Can Get= 


= More DIRECT MAIL = 
= RESULTS 


Just issued! Direct . 
Mail “EVALUATOR”, 
combined with Mail- 
ing Lists Catalog. @ 
Shows 


4 Send Request on Letterhead > 
= Berliner Mailing Lists, Inc., 
gm 684 Broadwoy, Dept. BL, 15, N.Y. 12 . 
SSSESEEREEERREE EE EEe 


at the Chicago 
Federated 
Advertising Club 
Awards Banquet... 


were WMAO and WNBOQ, the NBC 
stations that were honored with more 
awards than any other broadcasting 
operation in Chicago! 


Possibly the most cherished award of 
all was the one to WMAQ and its 
news staff. It is well-earned recogni- 
tion for WMAQ’s superior efforts in 
bringing to Chicago timely and in- 
formed reports, right around the 
clock. 


The CFAC awards, four each to 
WMAO and WNBQ, are significant 
because they come from advertising 
professionals, representatives of the 
Midwest's leading advertisers and 
agencies. Their selection of WMAQ 
and WNBOQ implies a sound endorse- 
ment of the stations’ programming 

. and the commercial impact of 
that programming. 


These awards offer further proof of 
WMAO and WNBOQO’s broadcasting 
leadership — the kind of leadership 
that means greater rewards for both 
audiences and advertisers in Chicago. 


WMAQ-WNBOQ, Chicago 


SOLD BY (NBC) SPOT SALES 


WMAQ Awards: WMAQ News Depart- 
ment — Best General News Coverage by 
any station; “Wed Howard” — Best Disc 
Jockey (Tie);“Virginia Marmaduke” —Best 
Women's Show; “Promenade Concert” — 
Best Local Music Show. 


WNBQ Awards: “Clint Youle’ — Best 
Weather Program; “City Desk” — Best 
Commentary Program; “Club 60” —Top 
network musical and variety program in 
Chicago; Station WNBQ — Special award 
for contribution to the welfare of the 
community in the religious field. 
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Lincoln Named KING S.M. | pointed sales manager. He succeeds | 

Gibbs Lincoln, a member of the | Fred Von Hofen, who resigned to | 
sales staff of KING, Seattle, for| become manager and part-owner 
the past three years, has been ap-'of KENO, Las Vegas. 


Mr. Sales Executive: 
Should your company venture into the Direct Selling field? 


Here's the blueprint for successful Direct Selling! Quickly, 
factually, graphically, ‘The Truth About Modern Direct Selling” 
gives you the inside sales-siant on modern Direct Selling. It's as 
BIG in enlightening FACTS, os broad in its pactical approach as 
is the nine billion dollar sales volume of this constantly-growing, 
highly versatile Direct Selling field! It tells you why few products 
or services aren't suited to it, and a big-ticket price makes no 
difference—how today's Direct Selling Specialist can sell any- 
thing you con sell him. | 


Sounds good! But is Direct Selling for YOU? This is the book 
to give you a definite, authoritative answer. It will tell you why 
this powerful distribution force adds volume fast, perils no part 
of present over-the-counter retail sales, and can be tested virtually 
cost-free. Write for your FREE copy today. Pin, paste or staple 
this ad to your letterhead and mail to: SPECIALTY SALESMAN, 
The Magazine of modern Direct Selling; Room 812-6, 307 N. 


vee neuen eeout 


costes 
OMMECT SELLING 


Salesman 


Write for FREE Copy 


Along the Media Path 


| 
| 
! 
| 
Michigan Ave., Chicago |, Ill. . 
| 
J 


Look has plans well under way 
for its 1957 fall drug promotion. 
It is timed to break Sept. 17. More 
than 3,500 chain and independent 
drug outlets are expected to tie in. 


e@ The Tribune, Oakland, Cal., will 
have new mechanical measure- 
ments, effective Sept. 1. Column 
measurement will be changed to 
11 picas with 6-pt. column rule. 
Type page measurements before 
processing will be 15 3/16” wide 
by 21%” deep. 


e Vogue will publish a new 
“Beauty Book” on Sept. 16, 1957. 
It will consist of 100 editorial 
pages in b&w and full color. The 
first printing will consist of 200,- 
000 copies to be sold exclusively on 
newsstands. The price will be $1. 
Advertising will be accepted from 


Neutracel: the newest reason why Hammermill Bond 
prints better, types better, looks better 


Why is Hammermill Bond now better 
than ever? The answer's in this picture: 
hardwood’s finer fibers! 


A OFFICE right out in the woods? It’s 
just to dramatize the reason why 
your business letterheads will make a 
better impression on better than ever 
Hammermill Bond. That reason is 
Neutracel® pulp—made by Hammer- 
mill’s exclusive process which, for the 
first time, unlocks the secrets of hard- 
woods for use in fine papers. It’s 
Neutracel . . . blended with other quality 
pulps... that gives today’s Hammermill 
Bond a smoother, more velvety surface 
for more distinctive letterheads, for more 
readable printing, typing, writing and 
carbon copies. 

You can see the difference that hard- 
wood’s finer fibers make. Hold a sheet 
of new Hammermill Bond up to the 
light. Or look at the photos at right. 
See how the fibers are more evenly dis- 
tributed. That’s finer formation, a key 
quality in fine paper. 

And Neutracel’s special properties add 
bulk and opacity, give the new 
Hammermill Bond a better appearance, 
a heavier feel that says “quality.” 

Hammermill spent $6,000,000 to 
develop Neutrace! pulp. It’s another 
Hammermill first. The newest reason 


better—ask your 


Printers everywhere use Hammermill 
papers. Many display this shield. 


why today’s Hammermill papers 1) print 


printer; 2) type better 


—ask your secretary; 3) look better—see 
for yourself! Ask your printer to show 
you samples of the new Hammermill 
Bond. Hammermill Paper Company, 
Erie, Pennsylvania. 


So 


manufacturers in the beauty field 
only. 


e CKLW, Detroit, is celebrating its 
25th anniversary during June. 


e KFSD, San Diego, has broken 
ground for a new building. It will 
be completed in about seven 
months. The new building will 
have two television studios and 
two radio studios. One radio studio 
will be for am and the other for 
fm broadcasting. 


e With the publication of its June 
issue, House Beautiful has initiated 
a series of “industry wide” issues 
designed to stimulate active con- 
sumer demand among its readers 
for products relating to a specific 
area in the home. The June issue 
is devoted almost exclusively to 
the subject of kitchens and kitchen 
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appliances. The magazine will fol- 
low this with a tablesetting and 
home entertaining issue in July 
and a bathroom issue in August. 


e The Detroit News reports great 
success with its ad campaign pro- 
moting the slogan “What in the 
world’s going on? If you read the 
News, you know!” The slogan has 
been promoted in Detroit newspa- 
pers and outdoor posters and in 
jingle form over radio and tele- 
vision. 

Additional impact was given the 
drive through a contest to name 
the two cartoon characters who il- 
lustrated the slogan. 

According to the News, circula- 
tion bounced up 15,000 in a year 
following the launching of the 
drive. The slogan has become 
something of a catchphrase around 
Detroit, the paper says. Also, De- 
troit school children have used 
the cartoon characters as cutouts 
\'s schools. 


| © Edmund G. Dearborn of the ad- 


vertising department of Draper 


Lewis York 


Burger 


Colson Grafer Zimmern 


RICHER—Len Colson, ad director of the Mennen Co., gets $250 gift 

certificate for correctly estimating number of mail requests McCall’s 

received in its “remodel a room” contest for readers. Making pre- 

sentation is Brad York, eastern ad manager of the magazine. Others 

are Edward Burger, product manager of Mennen; Bill Lewis of 

Marshalk & Pratt; Hal Grafer of McCann-Erickson, and Bob Zim- 
mern of Grey Advertising. 


ARE YOU PLANNING A 
CONVENTION or EXHIBIT? 


For The Most Successful Event 
You've Ever Held 


ONLY IN WASHINGTON—can you command the attention 
of the world’s most influential and diversified audience 

... including government, military, industrial, trade, 
union, diplomatic groups ... every dominant group. 
ONLY at D. C. ARMORY in Washington—can you reach all 
these important groups, all at one time, all under one roof. 


No other city offers the appeal and excitement of the Nation's 


Capital . . 
of the D. C. Armory. 


. or the ultra modern convention and exhibit facilities 


LARGEST! 136,000 Square Feet ie de 
space 


on main level, 


60,000 additional Sq. Ft. on lower level. 


MOST COMPLETE ! 


Fully Equipped 
Expert Staff 
Catering & Restaurant Service 


Drive-in Facilities - 1,500-Car Parking Area 


MOST CONVENIENT ! 


Airport, Business, Hotels - 


D. C. NATIONAL GUARD ARMORY 
_ The Show Place of the Notion's Capital 


g For FREE Colorful Brochure 


and further information, 
' write, wire or phone: 
Arthur J. Bergman, 
i Manager 
eee eee 


10 Minutes from Capitol Hill 
Near Govt. Bidgs., Union Sta., 
Direct Public Transportation 


East Capitol St., Washington 3, D. C. 


Lincoln 7-9077 
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Corp., Hopedale, Mass., maker of;months of 1957 up 14% over the 
textile machinery, won a two-week | same period last year. 

trip for two to Tahiti for guessing| Scientific American reports a 
that a reader spends about two| 14% gain for the first five months 
hours, 20 minutes with an issue of|of this year over last year. 

The Saturday Evening Post. More | Playboy’s circulation for the first 
than 8,000 admen and women who| quarter of 1957 hit a new high. The 
submitted entries in the Post’s|average for the period, based on 
contest came up with a median | publisher’s estimates, was 880,590. 
“total-time-spent” estimate of al-| This represents an increase of 
most three billion minutes for the | 94.625 over the average during the 


April 13 issue. Mr. Dearborn’s | |ast six months of 1956 of 795,965. 
guess was the exact median of all 


Cornish Hen Push Starts |and all white meat.” Marvin Gor- 
Tillman Product Co., Wilton,| don & Associates, Chicago, is the 

Wis., plams a market-by-market | agency. 

newspaper promotion of its Kick-| 

apoo Chief Cornish hens and oth- | Toronto Taxi Ads Proposed 

er poultry products starting with! Proposals for interior and exteri- 

Chicago, Minneapolis, St. Paul,|or advertising for taxicabs have 

Milwaukee, St. Louis, Cincinnati, | been presented to the Metro li- 

Detroit and Cleveland. Other mar-|censing commission, Toronto, and 

kets are scheduled to be added | the commission has agreed to con- 


later. Theme for the campaign is | sider the matter although it has no 


“Richer and juicier than chicken—! power to license advertisers. Pro- 


posals call for a payment of $12 
monthly to a cab owner for ad- 
vertising on the rear trunk and $8 
for five posters on the back of the 
front seat. 


Bullard Joins Cory Snow Inc. 

Herbert C. Bullard has been 
named account executive and copy 
director of Cory Snow Inc., Boston. 
He has been with a number of Bos- 
iton agencies. 


figures submitted. 


e The charred corner of an NBC 
Spot Sales availability sheet is 
drawing the attention of agency 
time buyers to a program availa-| 
bility on WRCV-TV, Philadelphia. 
Looking like the result of spon- 

taneous combustion, the corner of OO 
the paper has been burned away. | 4 ( Z 
The sheet points out that Taylor | N 

Grant’s 6:55 p.m. news program on : 
WRCV-TV is the “hottest program | C4 
availability” in Philadelphia today. 


e KWIZ, Orange County, Cal., hea| 
installed five automatic answering | 
machines in its newsrooms and 
invited listeners to call any time 
of day or night for news, weather | 
and sports information. 
e For the third consecutive year, 
KFMB-TV, San Diego, filmed 
highlights of the Western States | 
Chain Grocers Assn. convention at | 
Phoenix and screened them at the 
annual banquet on the final night. 
This year, the films were made! 
with the cooperation of KOOL-TY, | 
Phoenix. The same coverage is | 
given by the station to the Cali- 
fornia Grocers Assn. and meetings 
of the American Assn. of Adver- 
tising Agencies, when they are 
held at Coronado, Cal. The or- 
ganizations are given a print of 
the films for showing at meetings 
throughout the year. 


e Effective July 1, the Southwest | 
American and Fort Smith Times 
Record will begin using an 11 pica 
column and a three point column 
rule. 


e NBC Television currently is us- 
ing its own time to explain to 
viewers some of the major contri- 


*in case these three 
medio’ experts before: Hi stands for high 
occeptance; Brod for broad market cover- 
age and Lo for low cost. They ol! apply, 


of course, to the Post 


put them 


butions that a network makes to e 
their entertainment and enlighten- re 
ment. Promotional minute spots W . 


scheduled within some top pro- 
grams remind the audience that 
NBC has brought them such out- 
standing telecasts as “Peter Pan,” 
“Jack and the Beanstalk,’ Don 
Larsen in the World Series and 
on the spot news coverage. 

The announcements emphasize 
the point that telecasts of this sort 
are possible only through a net- 
work teamed up with its hundreds 
of affiliations throughout the coun- 
try. This campaign was planned 
by John. H. Porter, manager of 
national advertising and promotion 
for NBC-TV. 


e@ Department of New Laurels : 
Parade has set a new record in 

ad linage for the first six months 

of this year: 439 pages for 1957 


Another triple-threat reason why... 


you hoven’t met 


Why not 
to work for youl 


Results can be multiplied, too! That’s why you should know that in Pitts- 
burgh more retailers used the Post-Gazette for advertising in 1956 than 
used any other Pittsburgh daily. And 41% more retailers used the Post- 


Gazette and one evening paper than used the two evening papers. 


as compared with 410 pages last | . ‘ / 
year. H . 

Effective with the January, Yt ro 
1958, issue Mecanica Popular, N \ tenes 
Spanish edition of Popular Me- 


chanics, will raise its guaranteed 
circulation 11.4%, from 175,000) 
to 195,000. Advertising rates will 
be raised 13.6%, from $1,100 to 
$1,250 per b&w page. 

An alltime high in total adver- | 
tising revenue and linage for the 
second quarter has been set by| 
McCall’s this year. For April, May | 
and June, 1,211 topped the former 
second quarter high of 1,194 set 
in 1947. $6,292,000 for the second 


Pittsburgh Post-Gazette 


Fastest-Growing Newspaper in America’s 8th Market 


quarter exceeds the $4,942,334 ree- REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 


ord set in the same period in 1956. | 
Cosmopolitan reports its adver- 
tising linage for the first seven | 
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‘Biggest Thing in Merchandising’ ... 


Grand Union Subsidiary Attests 
Grocer’s Faith in Trading Stamps 


: | will be accepted for the first time 
30 Redemption Centers in opening new savings accounts | 


Handle 1,500 Premium in the cooperating savings institu- 
Items for Year-Old Unit = “°?*: 


| 


® This plan, which is copyrighted, 
future of trading stamps? “They| will be offered on a national basis 
have the biggest potential of any-| after its inauguration in Hartford, 
thing in the merchandising field| and marks a new departure in both 
today.” banking and savings stamps oper- 

That is the unqualified convic-| ations. Initial advertising is run- 


New York, June 11—What is the 


tion of William H. Preis, president}ning in Hartford newspapers, 
of Stop & Save Trading Stamp|starting this week. Woodward 
Corp., year-old subsidiary of Grand|& Byron, Westport, Conn., is the 
Union Co., supermarket chain. In| agency. 


The Society for Savings_is Con- 
necticut’s oldest and largest savings 


fiscal 1956 the parent company 
had sales of $374,155,488, up 32.2% 


According to the plan, anyone; stamp company to build the busi- 
who deposits a book of the proper| ness of the merchants with which 
stamps and $3, either in person or/|it is associated. 
by mail, will receive a $6 “starter” “That’s why we offer the finest 
account. Although the stamps will | quality, nationally advertised mer- 
be accepted only towards opening|chandise we can buy. That’s why 
new accounts, no limit has been|we display this merchandise in 
set on the number of accounts that clean, spacious, well-lighted re- 
a family may open. The experiment | demption centers that are operated 
is aimed directly at the 30,000 peo- )as ‘stores of tomorrow.’ 
ple in the Hartford area who save| “That’s why we also exercise 
Triple-S blue stamps. These people|so much care in personnel selec- 
are believed to be natural savers,| tion, so that the service that our 
and most likely to take advantage| customers’ customers receive is 
of this opportunity to open new) outstanding. We have hundreds of 
savings accounts. letters, from people who have vis- 

| ited our redemption centers, prais- 
® Mr. Preis claims that his com-|ing the service, the stores, the 
pany now ranks fifth or sixth|merchandise and the warmth and 
among stamp companies. courtesy of the staff. 

On rate of redemptions, Mr. 
Preis says, “it is approaching 95%.|@ “It’s people that make a busi- 
We want the highest redemptions| ness. We select our people with 
we can get; 100% if it is possible.|care, train them thoroughly, pay 


“Some companies seem to dis-|them well, and give them all the 
fringe benefits. We get results. It’s 


courage redemptions,” he told Ap- 
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|customers of our customers. It is 
|of the utmost importance to take 
care of them with maximum ef- 
| ficiency and courtesy, not only to 
|}maintain good will, but to make 
| those people feel that they are 
|}something special.” 

In addition to standard premium 
merchandise and seasonal goods, 
Triple-S redemption centers offer 
| stamp savers a wide variety of im- 
|ported merchandise. This includes 
| hand-engraved sterling silver jew- 
|elry from Thailand, Mexican hand- 
| tooled leather, German steins, slip- 
pers from Pakistan and similar 
items. Items are selected from sam- 
ples on display in the redemption 
|centers, and the merchandise is 
then shipped from overseas. 
| How and why Grand Union set 
up Stop & Save Trading Stamp 
Corp. as a subsidiary, was very 
simple, Mr. Preis said. 


|}@ Grand Union started as a route 


over fiscal ’55. 
Mr. Preis, in addition to heading 


institution. Super Saver Plan Inc. 


is a corporation formed for bank, | 


VERTISING AGE, “but we do every- 
thing we can to encourage them. 


absolutely essential in a business| operation 84 years ago, and it still 


and establishing the trading stamp 
company, is also 


supermarket and retail promotions. | 


such as this. The people who come has a thriving route division. Al- 


We believe it is the purpose of a|to our redemption centers are the most from the beginning it used 


a vp of Grand 
Union and presi- 
dent pro tem of 
the newly or- 
ganized Trading 
Stamp Institute 
of America (AA, | 
May 13). 

In its first year | 
of operation, the 
Triple-S (Stop- 
Save-Stamp) or- 
ganization, which 
started from scratch Jan. 30, 1956, 
has developed a distribution sys- 
tem for its stamps which includes 
3,000 independent merchants in 
addition to about 300 Grand Union 
food markets. 


Wm. H. Preis 


s It operates 30 redemption cen-| 
ters, each of which handles about | 
1,500 premium items. The average | 
store traffic in each of the redemp- | 
tion centers is 10,000 people each | 
month. Most of the 1,500 premium | 
items are standard, nationally ad-| 
vertised merchandise, which the 
stamp company buys from about | 
500 suppliers and manufacturers. 

Its figures show that 2,000,000| 
families are now saving Triple-S 
trading stamps. | 

In its first year of operation 
Triple-S spent more than $1,000,- 
000 for advertising. Additional 
costs for displays, brochures, bul- 
letins, sales aids, signs, etc., were | 
in excess of $100,000. 

Two catalogs have been pro- 
duced, both in full color. The first 


Another reason why WITVT is your best buy in the Twin Cities of the South! 


NEWS-FROM SCENE TO 


New sound-on-film cameras, with 
amplifiers and power-packs developed by 
the WKY Television System, enable 
WTVT news crews to shoot, 


develop film, and telecast news 
30 minutes after it breaks! 
Swift coverage, complete 
coverage make the six daily 
WTVT NEWSROOM 
programs top-rated in 


Tampa - St. Petersburg 
—another reason why WTVT 


was issued last year and ran 20) 
pages, the second was issued March | 
1 and ran 48 pages. The print order 
on each was 4,000,000 copies. 

All media have been used exten- 
sively—newspapers, television, ra- 
dio spots, and outdoor bulletins— 
when introducing Triple-S stamps 
in any area. 


s Since Jan. 1 there has been a 
running campaign on spot tv fea- 
turing Maggi MecNellis, while 1,- 
000-line newspaper ads have ap- 
peared in 88 newspapers in an area 
embracing eastern New York State, 
lower Connecticut, metropolitan 
New York and suburban New Jer- 
sey. Triple-S stamps are also being 
advertised in Baltimore and Miami, 
where the stamp plan is now in 
operation. 

Starting this month a new cam- 
paign will break on 18 radio sta- 
tions and in the 77 newspapers. | 
This campaign will feature en- 
dorsements from dealers and from 
stamp savers. Hilton & Riggio has 
handled the advertising from the 
start. 

A new development in trading 
stamp operations will be launched 
during the next two weeks. An ar- 
rangement between Super Saver 
Plan Inc. and the Society for Sav- 
ings, Hartford, Conn., with Stop 
& Save Trading Stamp Co. has 
been made whereby trading stamps 


TAMPA- ST. PETERSBURG ranks 34th in retail sales among metro 


; ‘F . : j 
market list! WIT VT dominates the Twin Cities of the South, delivers bonus coverage of 239 prospering communiti¢ 1 


is your best buy in the Twin 
Cities of the South! 


». 


*Sales Management Survey of Buying Power, May 1957 
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premiums. Mr. Preis headed the 
company’s route division and was 
familiar with its operations, which 
included handling premiums, cata- 
logs and advertising. 

When trading stamps became 
popular a few years ago, Grand 
Union felt the competitive effect. 
For a time the company executives 
questioned the value of stamps and 
resisted them. But before long they 
tested stamps in a few Grand Un- 
ion markets. They proved success- 
ful. Existing stamp companies were 
unable to offer the company what 
it felt it needed. So Grand Union 
decided to organize its own stamp 


Poughkeepsie, Kingston, Newburg 
and other upper New York State 
cities. 

On April 23, ’56, it moved into 
metropolitan New York, New Jer- 
sey and lower Connecticut. Since 
then it has gone into Baltimore and 
Miami. 


s In April of this year, the stamp 
company opened its new air-con- 
ditioned building in South Hacken- 
sack, N. J., where, in addition to 
6,000 sq. ft. of office space, it uses 
64,000 sq. ft. of warehouse space 
for its premiums. There all premi- 
um buying and warehousing are 


‘* company to do the job it wanted | done and the merchandise is dis- 
. to have done. | tributed by truck to the redemption 
) Mr. Preis was selected to organ-| centers. 


ize the new company because of | 


sion. He had the staff to form the | retailers using various stamp plans. 
nucleus. | Supermarkets and other food stores 


The start was made Jan. 30, 1956 | are the largest users, followed by | 


in three test markets—Bingham- | gasoline service stations and drug 
ton, Syracuse and Elmira, N. Y. A|stores. Other users are cleaning 
few weeks later, Triple-S moved | establishments, hardware and fur- 
into Albany, Troy, Schenectady, | niture stores. 


|# A Triple-S franchise dealer gets|them any good. Merchants disap- | 
| Mr. Preis estimates that there) 
his experience with the route divi-|are now about 150,000 to 200,000 | 
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The Mast Wondept O4P E> Seam. 
FREE WITH TRIPLE-S owe STAMPS 


“Stamp plans vary,” he says.|to the dealer’s customers. The fran-| 
“Some are good and profitable for | chise is limited to one store of a| 
the retailer, and others are not.|kind in a given area. This varies) 
Before we issue a franchise to a| | according to location and popula- 
dealer we make it clear that he| | tion density, but is never less than 
should weigh all the facts about | a quarter of a mile. 
our plan in comparison with others| A point that Mr. Preis stresses | 
to convince himself that Triple-S|is that merchants do not have to| 
blue stamps will increase his store | increase prices to pay for the 
profits. | Triple-S stamp plan. “The stamp 

“Progressive dealers know that} plan,” he says, “is paid for out of 
profits and volume, over a period| increased profit, not by adding to 
of time, depend on giving extra/|the prices.” 
value or extra service—doing| But stamps are not a cure-all,| 
something or many thinge—tine | Bie. Preis admits. “Nothing can 
will encourage shoppers to come! help bad merchandising habits,” he | 
back. Repeat business is what! says. “There are retailers who 
counts.” don’t believe advertising in news- 

papers or by direct mail will do 


promotional materia! for use in his| pointed by stamps did not use the 

store. The stamp company’s mer- | program properly, just as those 

chandise men visit the store every | | who had no success with advertis- | 

two weeks to set up displays, sup- | ing did not use it properly.” 

ply catalogs and lend such help as 

they can. The harper in local) 8 On trading stamps being a 

newspapers lists the dealer’s name. | “flash in the pan”: “The longer a 
The redemption centers are cen-| good stamp plan is operated,” Mr. | 

trally located and easily accessible | Preis says, “the more effective it | 


Insist on TRIPLE-S BiVE STAMPS at 
_ GRAND UNION and other leading merchants 
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31 OUT OF 50 TOP-RATED 


SHOWS ARE ON WTVT* 


WTVT dominates Tampa - St. Petersburg 
viewing not only with CBS programs, 
but with local shows, too! WTVT news, 
sports and weather dominate viewing in 


*Feb."57 ARB 


their time periods. 
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| 
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TAMPA - ST. PETERSBURG 
UPS MARKET RANKING IN 
EVERY CATEGORY! 


1957 1956 

ranking ranking Amount 
Total Retail 
Sales 34 36 
Food Store 
Sales 39 44 161,983,000 
Automotive 
Sales 29 34 147,698,000 
General 
Merchandise 
Sales 33 37 114,546,000 


(Sales Management Survey of Buying Power, May 1957) 


| 
| 
| 
| 
| 
| 
$786,145,000 | 
| 
| 
| 
| 
| 


a SCREEN IN 30 MINUTES 


Aremote a day was the dizzy pace set by 
WTVT camera crews during a recent 
month! Remote programs included net- 
work originations of The Garry Moore 
Show, Let's Take A Trip, I've Got a Secret, 
plus many local and regional events. 


CBS Channel 13 | 


WTIVT | 


TAMPA - ST. PETERSBURG 


| TYPICAL FIRST-YEAR ADS—S & S Trad- 

|ing Stamp Corp. invests $1,000,000 

a year in ads like this one. Hilton 
& Riggio is the agency. 


becomes. When neighbor tells 
neighbor about the gifts received 
from redeeming stamps, the cus- 
tomer’s neighbor tends to become 
a customer.” 

Moreover, Mr. Preis points out, 
“If our company had any doubts 
about the durability of the trading 
stamp business, it certainly would 
not have invested so heavily in 
setting up a business, building a 
new office and warehouse and al- 
locating over $1,000,000 a year for 
advertising. 

“We not only believe the stamp 
business is here to stay, but we’re 
doing everything we can to make 
it profitable for our customers and 
their customers.” 

Riggio Tobacco Corp. recently 
tested the value of Triple-S stamps 
as a sales stimulant for its Regent 
king-size, filter cigarets in 25 
Grand Union markets. According 
to J. J. Naude, president of the 
tobacco company, sales of Regent 
cigarets jumped from less than a 
carton a store per month, before 
the test, to 47 cartons per store 
each month. 


® “Without advertising support,” 
Says Richard R. Bennett, general 


You’re in 
good company 
on WGN-RADIO 
Chicago 


See 


Vampside 
bE IM 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! 1957 promises 
exciting new programming to 
make WON’ s policy of high 
quality at low cost even more 
attractive to you. 


The WKY Television System, Inc. 
WKY-TV and WKY Oklahoma City 
WSFA-TV Montgomery 


REPRESENTED BY THE KATZ AGENCY 
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sales manager of the tobacco com- even better sales after a three-to-| 
pany, “sales have increased 4900%.| six-month period for consumer | 
The basis for this staggering but | familiarization.” 
correct figure is normal first quar-| In further support of his belief 
ter, 1957, sales as against test store that trading stamps are here to 
sales of Regent filter cigarets with stay, Mr. Preis points to the recent 
Triple-S stamps. organization of the Trading Stamp 
“While this is a prorated and | Institute, which he has been active 
projected figure,” he added, in a in helping to establish. 
letter to Mr. Preis, “I am certain There will be 20 charter weittan'| 
that with additional support to the | stamp company members, he says, 
in-store promotion, we can achieve, and about 200 charter associate 
yfitting 


members. Says Mr. Preis: 
Cc 
got you down? Get 


“There are five basic things that 


_— institute will do. 
the | “We will promote improved 


public relations, which, in due 
time, I expect will include national 


patentee 

|e “We will establish standard 
co py _CASTE we wate practices and publish a code 
Discover for yourself how much faster, easier ond of ethics.” 


more occurately you can copyfit all type jobs with 
this new, completely revised Hoberule. Tens of 
thousands of artists, ad-men, printers, copywriters, 
editors, students save hundreds of hours and dol- 
lors in costly resetting with this nationally famous 


e “We will set up a clearing house 
‘for the exchange of information 
copy-coster. Why don't you? At your artist supply 


|and ideas.” 
store or direct. Complete with gauge, only 


O28 ji, « , 
|e “We plan to set up a speakers 
THE HABERULE CO. { 
BOX AG-245» WATON, CONN. bureau so that the story of trading 


stamps can be told adequately to 


aR HAVE A) PATIO PICNIC... 


' Hor oe 
ve Coser 


MUSTARD] 
x 


DWE DM. 2 oY 


A big ‘57 for Heinz 57 with this picnicky 
tumble of goodies. All the bright, breath- 
of-summer dress-up is Gibraltar-made: 
CORRO-TRIM umbrella with pole, pen- 
nants, reminder cards, soft wrap-around 
picket fence. The gay shopping center 
of any shopping center! 


Want to make shopping all-season fun? 
Just call The Man From Gibraltar. 


DISPLAY DIVISION 
Gibraltar 
CORRUGATED PAPER COMPANY. INC. 
350 Warren Street, Jersey City 2, W. J. 
: DIGBY 4-0580 NEW JERSEY: HENDERSON 2-4462 


SUMMER FARE—A picnic for mother, too, is the appeal of a campaign 
for Creamette Co. and Geo. A. Hormel & Co.’s Spam. Following 
this color ad in units of Metro Sunday Magazine Network, June 23, 
the picnic casserole will be promoted with b&w ads in Metro and 
daily newspapers over a four-week period. The campaign was cre- 
ated by Martin-Williams, Minneapolis, Creamette Co.’s agency. 


representative groups, and so that|"TV Guide’ Explores 

we can debate publicly the pros | Educational TV Programs 

and cons of the matter.” “<P 
Research to explore the possibil- 

e “We will present a united front| ities of printed programming for 

on legislative matters and be repre-| educational television has been 
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launched by TV Guide. The tv 
weekly has established a one-year 
research fellowship for the educa- 
tional tv project under way in the 
Washington County, Md., school 
system—a project supported by 
Ford Foundation funds. 

Studies will include what should 
go into a printed program, deter- 
mination of the format and the 
possibility of ultimately handling 
the project on a_ self-sustaining 
basis. 


Reach, McClinton Names 
Michel, Elects Ludcke VP 

Reach, McClinton & Co., New 
York, has appointed Werner Mi- 
chel radio-tv director, a new post. 
Mr. Michel formerly was with 
|Benton & Bowles as producer of 
\the CBS-TV show, “The Edge of 
Night.” 

George O. Ludcke Jr., manager 
of Reach, McClinton’s Minneapolis 
office, has been elected a vp. Mr. 
Ludcke was manager of the Min- 
neapolis office of Calkins & Holden 
before joining the recently formed 
Reach, McClinton agency. 


Gallivan to Carvel Nelson 

Bob Gallivan, for the past 10 
years operator of his own agency 
in Walla Walla, Wash., has joined 
Carvel Nelson & Powell Advertis- 
ing Agency, Portland. 


sented by counsel] and as a respon- 
sible and representative body at 
legislative hearings.” 


ly $35 billion of retail sales were 
covered by trading stamps. At 
least 50% of American families 
were saving trading stamps. About 
400 companies were in the trading 
stamp business, with an estimated 
sales volume of $500,000,000, and 
premium redemptions of about 


premiums. 

“Don’t sell the trading stamp 
business short,” Mr. Preis says. 
“Its not only here to stay, but its 
just beginning to grow. Keep your 
eyes on it. As an industry, it’s 


a factor as a national advertiser.” + 


‘Don’t Suggest Speed’ 
in Advertising, Auto 
Manufacturers Urge 


in automobile racing...and re- 
frain from suggesting speed in 
passenger car advertising or pub- 
licity, urges a resolution adopted 


Assn. 

Members of the 
which includes all volume produc- 
ers of passenger automobiles in the 
U. S., are asked to “encourage 
owners and drivers to evaluate 


power and ability to afford safe 
reliable and comfortable transpor- 


pacity for speed.” 


The portion of the resolution | 


mends to member companies... 
that they not participate or engage 


dealers or others to engage in, the 
advertising or publicizing of (a) 
any race or speed contest, test or 
competitive event involving or sug-| 
gesting speed, whether public or | 
private, involving passenger cars 
or the results thereof; or (b) the 
actual or comparative capabilities 
of passenger cars for speed, or the 
specific engine size, 


gests speed.” # 


Moloney Joins Scolaro 


Meeker & Scott. 


By the end of 1956, approximate- | 


$480,000,000 at retail list price nn 


going to become more and more of | 


Detroit, June 11—Take no part} 


last week by the board of directors | 
of the Automobile Manufacturers | 


association, 


passenger cars in terms of useful | 
‘| Millions of dollars in FREE ad space 


tation, rather than in terms of ca-| 


which refers to advertising says, | 
“This board unanimously recom-)| 


in, or encourage or assist employes, | 


| 


torque, horse- | 
power or ability to accelerate or | 
perform, in any context that sug-| 


John A. Moloney Jr., formerly 
with Ward-Griffith Co., has joined | 
the Chicago office of Scolaro,| 


ing Advertisers 


HOLD 
5 with --> 


transparency 
WINDOW SIGNS AND VALANCES © 


ee eta Pd at 


| 


In terms of “advertising values”, the space on your dealers’ 
windows is beyond estimate—yet it is yours, absolutely 
FREE for an attractive and durable window valance or door 
sign. Identify and hold your outlets with International 
Transparencies. They offer more for your advertising dollar 

than any other type of sign available today! 

® Longer lasting — on some locations for 15 years. 

® Richer, fuller, more attractive colors. 


© Equally effective night and day — translucency permits 
night time “illumination” from store lights. 


® Quickly and easily applied. 
© Does not interfere with window washing. 
For almost thirty years, America’s nationally known adver- 


tisers have used and preferred International Transparency 
| window signs and valances. 


| COMPLETE CREATIVE DESIGN AND ART SERVICE 


| Write for complete information and FREE samples 


SOME SALES TERRITORIES OPEN 
| 
| 


| international transparency co. 
310 LAKESIDE—CLEVELAND 10, OHIO 
Sales offices in all principal cities 
AMERICAN DECALCOMANIA CO. OF CANADA © 735 Prince Rd. © Windsor, Ontarie 
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RALPH FIELDS, formerly manager of 
consumer sales for the grocery and 
drug markets, has been named to 
the new post of director of sales 
promotion and merchandising for 
all consumer markets of Reynolds 
Metals Co., Louisville. 


Zlowe Opens Office 
in Paris to Serve 
European Exporters 


New York, June 12—Zlowe Co. 
will open an office in Paris next 
week. 

Primarily a new business ven- 
ture, the Eurcpean office will be 


established by Bert W. Lief and} 


will be known as Zlowe-Lief In- 
ternational. 

Mr. Lief, who left for Paris last 
week, recently sold his interest in 
another New York agency, Page, 
Noel Brown Inc. Previously, he had 
worked in the Italian motion pic- 
ture industry. 

The decision to launch Zlowe- 
Lief followed a two-month tour of 
Europe by Mr. Lief, in the course 
of which he conferred with gov- 
ernment and business officials to 
sound them out as potential clients. 

He told ADVERTISING AGE last 
week that the results of this trip 
convinced him and Irwin Zlowe 
that there is a great potential for 
an agency operation which would 
assist European exporters in selling 
to the American market. 


e Mr. Lief maintained that there 
is a good possibility that the Paris 
office will increase Zlowe’s billing 
by 50%. 

Small and medium-size Euro- 
pean manufacturers interested in 
entering the U. S. market will be 
the main target. There are many 
manufacturers with such an inter- 
est, Mr. Lief said, but they are 
stymied by a lack of information 
about marketing conditions in the 
U. S. 

On the basis of his earlier trip, 
Mr. Lief expects his first business 
to come from manufacturers ip 
Belgium and Germany. # 


Colorado NIAA Elects Ofticers 

Jack Hull of Rippey, Henderson, 
Bucknum & Co. has been elected 
president of the Colorado chapter 
of the National Industrial Adver- 
tisers Assn., Denver. Other officers 
elected are Gordon W. Laird, 
Doyle, Kitchen & McCormick, Bill 
D. Evans, William Ainsworth & 
Sons, Clarence E. Ross, Mercury 
Hydraulics Inec., vps; Howard 
Aamodt, Mosher, Reimer & Wil- 
liamson, secretary; Fletcher B. 
Trunk, F. W. Dodge Corp., treas- 
urer, and Lou Albee, General Elec- 
tric Co., and Martin Brusse, Rocky 
Mountain Metal Products, interna- 
tional directors. 


Hormel Sets Premium Plan 

Geo. A. Hormel & Co., Austin, 
Minn., will use a continuing pre- 
mium plan for Hormel meats. 
Heavy newspaper advertising this 
month in selected markets will of- 
fer a five-place International Sil- 
ver Co. setting for $1.50 and 10 
coupons for Hormel meats. The 
agency is Batten, Barton, Durstine 
& Osborn, Minneapolis. 


| Two Named for ABP Groups 
Robert Birnbaum, circulation 
|manager, Breskin Publications, 
New York, has been elected presi- 
\dent of the national circulation 
| round table of Associated Business 
| Publications. He succeeds Robert 
E. Smallwood, vp and circulation 
|director of Sales Management. 
|ABP’s production management 


| |round table will be headed during 


the coming year by Joseph H. 
Flacks, production manager of 
Printers’ Ink, who succeeds John 
R. Pearson, production director of 
McGraw-Hill Publishing Co. 


WNEW Promotes Two 
John B. Jaeger, formerly vp and 
assistant general manager 


| WNEW, New York, has been ap- 
|pointed exec vp at the station. 


WNEW account executive, has 
been named vp and sales manager 
at WNEW. Before the purchase of 
the station by the DuMont Broad- 
casting Corp., the sales manager 
duties were handled by Richard 
D. Buckley, president and general 
manager of the WNEW division of 
DuMont. 


White Joins ABC Film 

Ernest A. White, formerly with 
the Inter-Mountain Network, Den- 
ver, has been named copy chief of 
the ABC Film Syndication adver- 
tising and promotion department 


of | in New York. 


| 


| 


DID | TELL YOU ABOUT THE 
John V. B. Sullivan, formerly a 2 UNIVERSITIES in BLOOMINGTON - NORMAL, ILL.? 


We talked about the Pantagraph’s 99% city-zone coverage, 
plus 24,164 subscriber families in 85 other communities, our 
standing as Illinois’ 5th Largest Newspaper Retail Market. 
But did I mention the young, active, “extra’”’ market of 
over 4400 students attending Illinois Wesleyan and 
Illinois State Normal? I should have—it’s a market 
most newspapers are unable to offer! 
tt all adds yp to: 


© 38,586 total circulation; includes 94% coverage of 


Standard Metropolitan County Area (McLean) 


@ $147 Million subscriber Retail purchases 
@ $3) Million subscriber Food purchases 


Ht Daily Pantagraph 


BLOOMINGTON-NORMAL, ILL. 


127 Mi. S. W. Chicago—157 N. E. of St. Louis 


Represented by Gilman, Nicoll & Ruthmen 
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Minneapolis-St. Paul 


*— NCS No. 2 


The Northwest’s 50,000-Watt Giant 


Represented by CBS Radio Spot Sales 
i 


WCCO Radio, with its vast, 114-county basic service 

area in four Northwest states, delivers the region’s 

biggest audiences—a weekly circulation of 723,860 
families.* That’s from 2! to 28 times greater than all other 
Minneapolis-St. Paul stations! What’s more, they are 

real live listeners—not casual tuners-in lulled by a 
constant din of background music. This is the result of 
WCCO Radio’s real live personality local and CBS Radio 
Network programming, which attracts and holds attentive 
listeners. Simply stated: More people listen to WCCO 
Radio. And they hear more, including your sales message! 
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plained how they were linked to| 
the periods in which they were 
| produced. Thus he blended his 


Versatile Adman ia ie moF — | musical and historical interests. 


Behind some of those Cheer,| In the spring of 1951 Mr. Eaton Mr. Eaton claims to have never 
Kent, Gulf and Johnson & Johnson | was invited to appear with the | heard of Young & Rubicam until 
commercials you are seeing and | Chicago Symphony Orchestra. He | one day he heard a piece of back- 
hearing on radio and television is| played the Chopin F minor Con- | ground music on “Goodyear Play- 
a 27-year-old concert pianist who|certo. And in October, 1952, he} house” that intrigued him, and 


works out of a 9th floor cubbyhole 
at Young & Rubicam, New York. 
What’s more, Roy Eaton, who 
holds two M.A.s in music and who 
made “Who’s Who in America” 
when he was 23, seems to find 
working at Y&R a lark. “I couldn’t 
have found a better place for the 
welding of my interests,” he says. 
Mr. Eaton is one of those multi- 
faceted people who skip easily 
from one field to another without 
missing a step. He is delighted 
with Y&R—among other reasons— 
because of the opportunity to write 
a gasoline commercial one minute 
and a detergent jingle the next. 


= He began playing the piano 
when he was six years old. Nine 
months later he appeared in Car- 
negie Hall in a contest sponsored 
by the Music Education League. “I 
remember getting the medal from 
Lily Pons,” he says. 

At 12, he gave his first recital, 
at the St. James Presbyterian 
Church, in New York. 

Mr. Eaton went to New York’s 


Music & Art High School, where | 


he developed a strong interest in 
history. Graduating at 16, he solved 
his double-interest dilemma neatly 
by enrolling in two colleges. He 
went to City College of New York 
in the mornings, majoring in his- 
tory and minoring in languages. In 
the afternoons he attended the 
Manhattan School of Music, where 
he continued his piano studies. 

He made Phi Beta Kappa and 
Phi Alpha Theta (the honorary 
history fraternity) and in June, 
1950, he graduated simultaneously 
from the two colleges. He emerged 
from CCNY magna cum laude 
with a Bachelor of Social Science 
and from Manhattan with a Bach- 
elor of Music. 


® He had spent his junior year at 
the University of Zurich, as a re- 
sult of beating out 3,000 other ap- 
plicants for the Aaron Naumburg 
Award for a year’s study abroad. 
He chose Zurich for two reasons: 
It had a good history department 
and he wanted to study piano there 
under Edwin Fischer. While in 
Europe, he went on a concert tour 
in Germany for the U. S. State 
Department. 

In 1950, he also won the $1,000 
Kosciuszko Foundation Award for 
the playing of Chopin, a competi- 
tion held in connection with the 
Chopin centennial celebration. 

Mr. Eaton next went up to New 
Haven on a Nathaniel Currier Fel- 
lowship at Yale. He graduated in 
June, 1951, with an M.A. in musi- 


cology. The following year he re-| 


turned to the Manhattan School of 
Music, where he took another M.A. 
—in piano and conducting. 


made his Town Hall debut, playing | after writing to the network for 
the Bach fantasy and fugue in G | information he was answered by 


minor, a Chopin group, the Pro- 


“Viennese Carnival” and_ the 
Beethoven sonata, Opus 27, No. 1. 
Critics greeted him as a “promis- 
ing newcomer.” 

In 1951 and 1952 Mr. Eaton also 
taught piano at both CCNY and the 
Manhattan School of Music. At 
City College he introduced an in- 
struction course for fathers and 
sons. 

Then, in April, 1953, the Army 
caught up with Roy Eaton and he 
found himself, with four degrees, 
assigned to an infantry unit at Ft. 
Dix, N. J. He quickly maneuvered 
himself into a position with the 
Armed Forces Radio Service, how- 
ever, where he spent the better 
part of two years in all kinds of 
radio and television work, includ- 


i 
| 


| 


“Why don’t I go up to an agency?” 


ing writing, producing and per- 
sonal appearances. It was at this 
time that he encountered his first 
advertising agency, Dancer-Fitz- 


still is) handling the Army re- 
cruitment campaign. 


= Mr. Eaton was discharged in 
the spring of 1955. “It was an awk- 
ward time,” he explains. “The con- 
cert season was over, and bookings 
had already been made for next 
season and the school term would 
not begin until the fall.” 

Besides, he was vaguely dissat- 
isfied with teaching as a career, 
and he realized that he would not 
be able to sustain himself as a con- 
cert pianist. So he decided to make 
use of his Army experience in ra- 
dio and television. 

He wrote an experimental tv 
program, “Of Art and Music,” 
which originated from the Metro- 
|politan Museum of Art and was 
|carried over the DuMont Televi- 
| sion Network. 

He also sold to the “Home” show 


|played musical 


pieces and 


« 


| Y&R, which handled the show. 


kofiev third sonata, the Schumann | 


® Some time after that, in the 
summer of 1955, while he was 
walking down Madison Ave. one 
day, the thought occurred to him: 
|“Why don’t I go up to an adver- 
|tising agency and see what they 
may have for me?” 

He went into a drug store near 


Madison Ave. and 42nd St. to look | 
|up the agency’s address and found | 


|it was only two blocks away. He 
walked over to 285 Madison, went 
up to the third floor and got an 
|immediate hearing with Harvey 
|Fielder, assistant personnel di- 
| rector. 

“Maybe it was because he was 
curious why someone with my 
| background would apply to Y&R, 
or maybe because it was the hot- 
test day in 1955 and he had plenty 
|of time,” he said. 

Mr. Fielder explained that the 


agency no longer did background | 


music for shows, but he told him 
about the other opportunities at 
the agency and suggested that he 
try his hand at writing ads. 

Over the weekend Mr. Eaton 
| culled 10 ads at random from Life 


” 


| “Maybe ...he was curious... 
| 


had a problem with Cheer in the 
Rio Grande valley in Texas, and 
Mr. Eaton used a cha-cha score for 
this jingle: 


Me gusta bailar el cha cha cha 
Me gusta lavar con Cheer, Cheer, 


Cheer, 
Cheer Azul blanquea la ropa. 
Cha-cha-cha 


Con Cheer Azul. 
(obligato chorus) 
Queda, blanca, pero blanca 
Ay, que espuma abundante. 
Ay, que espuma fragante 
Me gusta bailar el cha cha cha 
Me gusta lavar con Cheer, 
Cheer, Cheer! 


This Cheer commercial has also 


|and wrote new ads for their back-| peen used by P&G on the Spanish- 
(ers. On Monday he brought them | janguage radio stations in New 
lin to Mr. Fielder, who was im-! york City. 

|pressed. Thinking of Mr. Eaton’s | 


| musical background, he introduced 

the prospective agency man to Bill 
Colihan of the radio-ty depart- 
ment. 


® This in turn led to an interview 


with Charley Feldman, head of! 


Y&R’s broadcast department. Mr. 


| Eaton conceded that he had nev- 


gerald-Sample, which was (and/er written radio-tv jingles but| 


wouldn’t mind trying, and before 
|long he was installed as a com- 
|mercial writer—the first Negro 
ever hired by Y&R in a profession- 
al advertising capacity. 

He hit it off with Y&R from 
|the start. He found it stimulating 
to try to produce in a commercial 
|a mental image of a product. For 
Chef Boy-Ar-Dee pizza, for ex- 
ample, he thought of Italy, and he 
| scored the following jingle to “La 
Tarantella”: 
| 


| Oh! che pizza molte bene 
What a tasty pizza pie. 
Boy-Ar-Dee’s the chef that treats 

| you 

| To that real Italian style. 

| Boy-Ar-Dee Italian pizza pie by 
Chef Boy-Ar Dee ..Chef Boy- 

Ar-Dee .. Chef Boy-Ar-Dee. 


|}@ Mr. Eaton, who speaks German 
| fluently, French and Spanish well 


's Mr. Eaton’s biggest success, 
however, has been with the new 
Y&R commercial for Kent cigarets. 
The problem here was to create an 
image connoting “clean, modern 
and fresh,” and to do this Mr. 
|Eaton composed a tune that is in 
| the progressive jazz tradition. 

| P. Lorillard & Co. was so happy 
with the jingle that Y&R’s radio- 
|tv billing on the account was in- 
creased by $1,000,000. The tune is 
catchy enough so that 20 seconds 
| of the one-minute commercial is 
jentirely instrumental—the 
itself. The words go like this: 


Smoke Kent... 
Smoke Kent... 


| 
Smoke Kent with the Micronite 


filter. 

It is the mild, mild cigaret 

It’s got the freshest, cleanest 
taste yet 

It is the mild Kent cigaret 

Smoke Kent with the Micro- 
nite filter. 


® Following the enthusiastic re- 
ception of this commercial, Mr. 
Eaton and his wife wrote new 
| words for the music, and the re- 
| sulting song has just been pressed 
by Aladdin Records. The reverse 


(NBC-TV) a series of two and a and Yiddish fairly well, also has|side of the record is an instru- | 
half minute insertions in which he| been able to make use of his lan- | mental version of the tune called, 
ex- | guage facility. Procter & Gamble| “The Kent Song.” 


The Eatons’ 


a 


. It’s the mild Kent cigaret .. .” 


tune | 


Advertising Age, June 17, 1957 
|popular song is entitled, “For 
Love,” and starts like this: 

For love, for love, I’ve searched 
all over for love 

I’ve come a long, long way for 

love 

I’ve had to laugh and cry and 

play for love 
—I’m looking for love. 


Mr. Eaton is very happy with 
this venture. He feels it has opened 
a new avenue for him, and he 
now intends to write more popular 
songs. 


® Mr. Eaton was married last 
September to the former Margaret 
| Booker. “We grew up together,” 
jhe says. “We went to the same 
| public school but only first began 
}to notice each other a year ago.” 
|She is a social worker. They live 
|in a new house in Bayside. 
Meanwhile, outside of Y&R, Mr. 
| Eaton keeps his hand in music. On 
|his vacation last year he went on 
la two-week concert tour in the 
| Caribbean. And last February he 
| gave a combination lecture-recital 
at Bates College, talking on the 
role of the musician in modern 
American society. His message: 
The American musician today 
|must increasingly think of using 
his talents in a popular way; he 
| must play a double role. 


| KENT JINGLE ‘NO 
MUSICAL INSULT’ 
| New York, June 11—P. Lorillard 
Co. has joined that rare group of 
advertisers whose jingle composi- 
tions set Tin Pan Alley rocking. 
Lorillard has sold the original 
melody of a current Kent cigaret 
commercial to Aladdin Records, 
which is using the Kent music to 
fill two sides of a forthcoming 
platter. One side will be straight 
instrumental and called “The 
Kent Theme.” The other side, “For 
Love,” will have lyrics sung by 
| “Three Beaux and a Peep.” 
Past entries which started out as 
| jingles and then were recorded as 
|“pop” songs include the Chock 
Full O’Nuts “Heavenly Feeling” 
song; “Chevrolet Mambo”; “A 
Western Jingle for Nescafe” re- 
corded by Bernie Knee; the Rain- 
ier Brewing Co.’s “Rainier Waltz”; 
Falstaff Brewing’s baseball sing- 
ing rhymes of 1951, and, of course, 
the trail blazers—Chiquita Banana 
and the Mission Bell wine tune. 


8 How does a jingle get so hot it 
finds an opening in the very com- 
petitive record business? 

Lorillard’s president, Lewis Gru- 
ber, reveals that after the first few 
airings of the Kent jingle, en- 
thusiastic letters from jazz fans 
and dise jockeys started to pour in. 
“A lot of listeners,” he said, 
“thanked us for providing a singing 
commercial that didn’t insult their 
musical intelligence.” 

The Kent jingle is three months 
old. At peak, it was aired on more 
than 900 radio and 125 tv stations. 
It is heard also through Kent’s al- 
ternate sponsorship of “The $64,- 
000 Challenge” (CBS-TV). # 
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Church Group Asks 
Tighter Muzzle on 
Canadian Liquor Ads 


Ortawa, June 11—The United 


Church of Canada has again lev-| 


eled its big guns at liquor adver- 
tising, this time firing from the 
convention floor at the 33rd annual 
meeting of the Montreal-Ottawa 
Conference held last week in the 
capital. 

The conference passed a package 
resolution which included: 

1. A request that Premier Du- 
plessis prohibit all advertising of 
beverage alcohol products in Que- 
bec. 

2. A pat on the back for Premier 
Frost for refusing an increase in 
liquor advertising in Ontario. 

3. A request that the federal 
government (a) refuse use of the 
mails to newspapers and magazines 
trying to evade the advertising 
restrictions of any province, (b) 
make representations to American 
authorities to prevent the circum- 
vention of provincial laws by ra- 
dio and tv advertising broadcast 
from American stations and (c) 
refuse any longer to allow adver- 
tising costs to be deducted in cor- 
poration taxes. 


#® One of the recommendations 
adopted by the conference calls for 
one-day seminars for clergy and 
leading laymen in metropolitan 
areas to encourage and improve 
the use of mass media to reach 
the public outside the church. 


The recommendation did not. 


stipulate whether the publicity 
push was to include paid adver- 
tising or news releases, or both. 

The United Church has been 
getting “the worst publicity of any 
church in the country,” Rev. Dr. 
Norman Rawson of Montreal 
bluntly told the conference during 
the presentation of a report on 
information and stewardship. 

“We are seeking to give the 
world the best, positive picture of 
the United Church in action,” Dr. 
Rawson said, summing up the work 
of the board of information and 
stewardship and that of the con- 
ference committee. 

Some delegates expressed fears 
that the move to centralize publi- 


city through the board, conference | 


or presbytery committees was a 
threat to “muzzle” individuals. Dr. 
Rawson's reply was, “I am the last 


Billy Bublet 


REACHES DEALERS: 


“Neither trade papers nor direct 
mailings were of much help to us 
in building worth-while national 
retail distribution. 


“Now, through our consumer ads 
in The we are lining up 
many fine new dealers.” 


(Name on Request) 


“AMERICAN 
~ RIFLEMAN t,x: 


SCOTT CIRCLE WASH.60.C 


person in the United Church to 
| allow himself to be muzzled. There 
jis no attempt being made to muz- 
\zle any of us.” # 


Batchelor Named Ad Head 

L. A. Batchelor, formerly assist- 
jant advertising director of the 
| Spokane Chronicle, has been 
|named business manager and ad 
'director of the Inland Register, 
weekly newspaper published by 
the Catholic diocese of Spokane. 
He succeeds C. Ed McMahon, who 
has retired. 


Newspaper Execs Elect Brock 


,rector of the Seattle Post-Intelli- 
igencer, president. Other officers 
were Jack Banks, Bremerton Sun, 
vp, and Harry Lynch, Tacoma 


News Tribune, secretary-treasurer. 


Welch Joins Baker 

Franklin C. Welch, account ex- 
ecutive at Honig Cooper Co., has 
resigned to join Frederick E. Bak- 
| er & Associates, Seattle. Mr. Welch 
|is assigned to the Bocing Airplane 
Co. account. 


Grant Names Camp in Dallas 
Jim Camp, at one time a man- 
agement consultant and food brok- 
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The BOARDMASTER Visual 
Control gives you Graphic Picture 
of your operations at a glance. 
You see in seconds how to save 
time and money. 

Over 150,000 organizations are 
using this simple, flexible tool to 
get things done. Ideal for sales, 
inventory, production, traffic, etc. 
Type or write on cards, snaps in 
grooves. Made of metal. 


Full price $4.9-50 with cards 


24-page Illustrated 
FREE 


BOOKLET No. V-100 
Without Obligation 
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Pacific Northwest Newspaper/er, has been named public rela- — 
Advertising Executives Assn. has|tions director of the Dallas office 
elected A. L. Brock, advertising di- ‘of Grant Advertising 


| 


| Shedding 


some new light 


on things and 


In Cleveland 


other stuff 


Telephone: Winton 1-3004 


GRAPHIC SYSTE 


Write or Call Wisconsin 17-8444 
55 West 42nd St., New York 36, N. Y. 


WOW READ THIS! Based on the judgment of Color Quality 
and Color Uniformity, the conclusion reached by such groups 
as the Research and Engineering Council of the Graphic Arts Industry 
and the Joint Committee of the Illuminating Engineering Society 
is that reflective color planes such as flat art and engravers’ 
proofs are best viewed, of course, in North Sky Daylight or a 
suitable electric light substitute. 

Although our plant is endowed with natural north light, 
the weakness of this light source is its fluctuation. For this 
reason we sought the artificial substitute. 

Along with many advertising agencies and magazine 
publishers we installed the Macbeth Examolite which is a 
scientific blend of fluorescent and incandescent light which 
is proven to simulate North Sky Daylight about as close as 
man can match nature. However, we must all be realistic 
and accept the fact that there is no panacea. 

As a companion device for the examination and evaluation 
of Color Transparencies we have followed a similar pattern 
in adopting the new Way Viewer. Each color craftsman in our 
plant is furnished one. The Chromocritic adjustable viewer 
is retained for those who wish to specify individual meter 
readings for various transparencies. 

In keeping with a more vigorous approach to greater 
consistency in art reproduction, we are not overlooking the 
mechanical aspects of our engravings. Incredible speeds in to- 
day’s publication printing require deeper and cleaner originals. 

We have developed techniques for deepening process screen 
areas and at the same time retaining healthy dot structures 
that make excellent final press plates. During processing, all 
original engravings are rigidly inspected and checked under 
a high powered microscope for correct dot formation and for 
desirable depth readings in micrograms. Proofing of a// color 
engravings for wet printing are pulied exclusively on our 
battery of four-color 604 presses—run flat without makeready. 


No wonder we enjoy the reputation of making engravings 


Hutchings & Melville, Inc. 


Custom Photoengraving 
4043 N. Ravenswood Avenue, Chicago 13, Illinois 
Telephone: EAstgate 7-9220 
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¥ Population is up 72% 


RIVERSIDE COUNTY, CALIFORNIA 


1946 —1956 


your most profitable 
market per dollar 
invested in the West. 


see the man 


from RIVERSIDE 


PRESS and 
ENTERPRISE 


10,000,000 lines of 
retail advertising 56 


Represented nationally by Doyle and Hawley, Los Angeles, 


|flect his uniqueness. But by the 


(Continued from Page 3) | 
is apt to end up with the same per- 
sonality and the same look and the 
same approach to selling. He is apt 
to end up with a personality that 
belongs not to him, but to his ad- 
vertising agency. Clients deserve 
more.” 


® Every client is unique, Mr. 
Hobbs said. His products are 
unique, and his problems are 


unique. His advertising should re- 


time creative thinking has been 
channeled and strained through 39 | 
rules, most of the uniqueness has 
been left behind, he declared. 

“I don’t think anybody—includ- | 
ing Mr. Ogilvy—has ever turned 


Rules Are for Birds, BBDO’s Hobbs 
Comments on Ogilvy’s 39 Precepts 


didn’t break Mr. Ogilvy’s rules 
left and right. Good advertising 
men—including Mr. Ogilvy—will 
continue to break the rules as long 
as good advertising exists,’ Mr. 
Hobbs said. 

“It’s wrong to say, ‘Rules are 
made to be broken.’ Rules are made 
to be followed, or they wouldn’t 
be made at all. If rules restrict or 
inhibit creative thinking—and they 
do—the solution is not to break the 
rules. The solution is not to make 


ithe rules. 


“Why make it a rule that ‘what 
you say in advertising is more 


|important than how you say it’? 
| In my book, this is another way of 


saying that there’s no crying need 
for creative men—that anybody, 


San Francisco, New York, Chicago, Boston, Minneapolis. out a first-rate campaign that armed with a description of the 

product and a memo from the 

Ae, research men, can sit down and 

turn out good advertising. I don’t 
believe it. 


s “Case in point: Bananas. What 
the banana people have to say is 
‘Eat bananas. They’re good for 
you.’ How they say it is ‘EATA- 
BANANA! Wholesome—and then 
some!’ They’ve taken wonderful 
advantage of the unique and pleas- 
ant rhythm of the word ‘banana’ to 
create a whole new language—a 
language that belongs very partic- 
ularly to bananas. 

“Words like ‘grababanana’ and 
*‘peelabanana’ and ‘mashabanana’— 
cheerful words that give you a 
cheerful feeling about bananas. It’s 
words—with their shades and in- 
flections and rhythms and sounds 
—that comprise the how of adver- 
tising. I don’t think there’s any- 
thing more important. 

“Why make it a rule to ‘give 
your brand a first-class ticket 
through life’? To me, first-class has 
a foreign ring. Nobody goes third- 
class in America. But you can darn 
well turn out third-class advertis- 


ing if you make it a rule to people 

your ads exclusively with ex-com- 

Ss manders, ex-debutantes, and ex- 
THERE IN ACB! urbanites. 

+ “Marlboro took some _ tough- 


looking faces and some tough- 
looking tattoos and made itself 


Advertising Age, June 17, 1957 


{into a man’s cigaret—a terrific ad- 
|vertising job. Philip Morris is do- 
/ing the same thing with men who 
| work under manholes and behind 
|pneumatic drills... 


a “Why make it a rule to talk to 
the consumer as if she were your 
own wife? My wife thinks ‘tired 
blood’ is a laugh—but ‘tired blood’ 
is selling a lot of Geritol. My wife 
thinks ‘You'll wonder where the 
yellow went’ is sort of disgusting— 
but the Pepsodent people think it’s 
sort of stupendous. 

“I say don’t listen to an adver- 
tising man’s wife (especially your 
own). She isn’t typical; after all, 
she’s married to an adman. 

“Why make it a rule to believe 
‘no great campaign has ever been 
continued too long, and no great 
advertisement has ever been re- 
peated too often’? How do we 
know? ‘Amazing coffee discovery’ 
has accomplished big things for 
Maxwell House—but can we afford 
to presume that some other tack 
might not have done even better? 


s “The rule says, ‘Include the 
brand name in the headline.’ 

“Always? ‘Ask the man who 
owns one’ didn’t; ‘It’s smart to be 
thrifty’ didn’t; ‘The kid in upper 
4’ didn’t; ‘They laughed when I sat 
down to play’ didn’t; ‘A hog can 
cross the country from coast to 
coast, but you can’t’ didn’t. And 
those must have been pretty good 
headlines; I can still remember 
them—and who said them, too. 

“The rule says, ‘Use testimoni- 
als.’ I say this is a silly rule. I say 
use testimonials with extreme 
caution and extreme care. The tes- 
timonial is the most misused, over- 
used, badly used device in adver- 
tising. 

“Why state unequivocally that 
‘no committee can ever create any- 
thing.’? Brainstorming groups at 
BBDO have come up with names 
for dozens of client products, ad- 
vertising ideas for dozens of oth- 
ers. They've solved packaging 
problems, premium problems, and 
personnel problems—ali by ‘com- 
mittee thinking.’ Other agencies 
have done the same thing—and so 
have other industries. 


s “How can you buy a rule that 
says, ‘Don’t try to be clever 

people read too fast to play games 
with you.’? People played ‘Which 


Through ACB services, you see with your own eyes what goes on in news- 


paper advertising of your brand and/or competitive brands in any or all of 
1,393 markets in the U.S. When you see the situation you can act to make your 
selling efforts bring greater returns. 


Below are 3 of 14 ACB services that come from reading every advertise- 
ment published in every daily and Sunday newspaper in the United States. 


RETAIL STORE REPORTS 


Provide accurate check-up of 
dealer tie-in advertising covering 
your own and/or competitive ac- 
counts. A widely-used service for 
determining sales policy and di- 
recting salesmen’s efforts. Reports 


n every dally newspaper in the U. 9. 


can show linage; cost of space; 
city; publications; sales territory; 
dealer name; product and price 
advertised; mats used; totals and 
percentages. ACB Reports are bet- 
ter than 95% accurate. 


BRAND MENTIONS 

ACB's Research Service that serves 
the large group of manufacturers 
and others whose trade names are 
promoted to the consumer as part 
of the advertising of other con- 
cerns. Widely used by producers 
of ‘name brand”’ fabrics; publish- 


ers; and many manufacturers in 
hard-goods lines. 

These ‘‘mentions’’ are usually 
hidden deep in the “‘body”’ copy, 
but ACB’s readers pick up better 
than 95 out of 100 by careful 
checking of all newspapers. 


_ an UNDUPLICATED COPY SERVICE 


Keeps you posted on new sales 


to see if, as, and when it appears. 
ideas, copy themes, premiums, 


ACB will “‘spot”’ it and send you 


2. new advertisers, etc. You specif tear sheets. Covers all dailies in 
ae, el the kind of advertising you wich the U.S. 
ADDITIONAL 11 additional services are available. Described in ACB Catalog sent 


SERVICES: free on request, or contact nearest ACB office. 


The Advertising Checking Bureau, Inc. 
New York (16) 79 Madison Ave. + Chicago (3) 18 S. Michigan Ave. + Columbus (15) 
20 South Third St. + Memphis (3) 161 Jefferson Ave. + Sam Francisco (5) 5) First St. 
712 FEDERAL STREET 


ACB Reads every ad 


ACB READS EVERY ADVERTISEMENT IN EVERY DAILY NEWSPAPER 


SPREADING THE NEWS 


SINCE 1922 


(America’s First Engraver) 


REVERE PHOTOENGRAVING CO. 
WAbash 2-8816 


e CHICAGO 5, ILLINOIS 
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Advertising Age, June 17, 1957 


Twin Has the Toni?’ for years,!a man who ignores them himself... | 
“I think ‘How to sit on the grass | 


while Toni’s competitors played 
second fiddle. Toni’s ‘game’ was a 
perfect solution to a problem pe- 
culiar to the home-permanent in- 
dustry. Until Toni appeared, home- 
made permanents looked home- 


made—and women, vain creatures, | 


weren’t buying any. What better 
way to prove that here, fi- 
nally, was a home-permanent you 
couldn't tell from the $20 beauty- 
parlor kind?... 

“The point is this: People will 
play games if the games are good 
ones. And a game can sometimes 
get a reader involved in a subject 
he’d never have stopped to con- 
sider under any other circum- 
stances. 


s “Why swallow a rule that says 
people won't read leisurely es- 
says? General Electric didn’t 
swallow it—and they’ve got per- 
haps the best institutional adver- 
tising in the business... 

“Why make it a rule to go 
straight to the point—never to beat 
around the bush? Wallachs ads 
always beat around the bush—and 
always beat the whey out of com- 
petition. 

“Why make it a rule to avoid 
analogies? Autolite ads showed 
pictures of famous movie stars 
and undistinguished look-alikes, 
asked readers, ‘Which is really 
Gregory Peck?’ The readers got 
the message: ‘So too is there a dif- 
ference in look-alike spark plugs.” 

“Why make it a rule to give 
helpful information? Modess ads 
don’t have information; they have 
an aura. To Modess, the aura is 
more important. Sportsmen’s Aft- 
er-Shave ads don’t inform; they 
insinuate. Sometimes insinuation 
is better. 


s “Why rule that humorous copy 
doesn’t sell? It sells a lot of Phil- 
adelphia Bulletin space to adver- 
tisers and a lot of Lucky Strike 
cigarets to the college crowd and 
a lot of Angostura bitters to bar- 
tenders. It sells a lot of Wildroot 
Cream Oil, Charlie. 

“Why rule that illustrations must 
portray reward? Bufferin shows 
headachy people in_ shrinking 
rooms; Sanforized shows head- 
strong people in shrinking clothes. 
So what happens? People look at 
those ads and say, ‘If Bufferin 
(or Sanforized) will keep me from 
going through that, then I’m all 
for Bufferin (or Sanforized).’ Or 
so sales indicate. 

“*To attract women,’ rules Mr. 
Ogilvy, ‘show babies or women. To 
attract men, show men.’ It ain’t 
necessarily so. The ads that at- 
tracted most women last year 
didn’t show babies, didn’t show 
women. They showed soup and 
cake and linoleum floors. The ads 
that attracted the most men 
showed cars... 


s “Why make it a rule to use pho- 
tographs instead of artwork? The 
books are full of successful ads 
that didn’t: Pepsi-Cola, Union Car- 
bide, the watchmakers of Switzer- 
land. Jell-O uses photographs to 
show how appetizing it is—and 
nursery-rhyme artwork to show 
how much fun it is. 

“The formula says that ‘photo- 
graphs invariably attract more 
readers,’ but the formula over- 
looks the fact that every advertis- 
er and every product and every 
reader is a variable. Every time 
you stir in one of those variables 
you throw the formula out of kil- 
ter. 

“I suspect Mr. Ogilvy knows 
this. I suspect that if a writer came 
into Mr. Ogilvy’s shop and read 
Mr. Ogilvy’s rules and wrote ac- 
cording to Mr. Ogilvy’s gospel, he’d 
be out of Mr. Ogilvy’s shop in a 
month. In fact, I suspect the most 
ironic thing about Mr. Ogilvy’s 
rules is that they were written by 


and watch cricket’ (no _ brand 
name) is a swell headline. I think 
that ‘One reason being that they 
know how to cut and shape a shirt 


to a lady’s best advantage, under- | 
standing full well that bosoms! 


should be bosoms, shoulders soft 
and waistline tiny’ (31 words) is 
an excellent selling sentence for 
Viyella. Take any good Ogilvy ad; 
you can find half a dozen reasons 
(if you follow the rules) why it 
never should have run. 

“Rules are like blinders. They 
keep you pointed in one direction 
—and keep you from wondering 
about other directions. They keep 
you content—because you never 
stop to consider what you may be 
missing. They keep you on one 
track—and away from _ greener 
pastures. 


“Blinders are for horses. They’re | 


also for the birds.” + 


Here are 


some interes ting figures on the 
New England vacation market 


The rich New England market gets even richer when vacation- 
time rolls around. That’s when several million vacationers boost 
the normal 9.9 million population . . . when an estimated $1.2 
billion gets spent. 

We can match that Big Plus with another one. When Poe buy 
WBZ to cover Boston (95% greater audience than 2nd Station— 
April Nielsen), you get WBZA-Springfield at no extra cost. Together, 
these two stations do a selling job in New England’s vacation- 
land unmatched by any other single medium. 

In Boston . . . and all New England .. . no selling campaign is 
complete without the WBC stations. 


WBZ - BOSTON 
(Pius WBZA ° Springfield) 


Westinghouse Broadcasting 
G90 Company, Inc. 


Represented by Peters, Griffin, Woodward, inc. 


Today’s main advertising route to 


NOW OVER 80,000 COPIES (Total Distribution) 
IN 43,000 INDUSTRIAL PLANTS... 


A PUBLICATION 


BPA 
1213 W. Third Street 
Cleveland 13, Ohio 


NB P| 


more industrial buying action 


Via N.E.D. your advertising reaches industry's most active buying group—some 
80,000 responsive recipients (plus thousands of influential pass along readers) with 
important production, operating, maintenance, engineering and purchasing re- 
sponsibilities in all worthwhile plants in all industrial classifications. This thorough 
coverage includes the fast-growing markets of missiles and rockets, nuclear energy 
and automation. More buying action is being generated by N.E.D. than ever. Look 
at this record: 98% of N.E.D. readers actually inquire about products advertised 
and described in N.E.D. Their response to date is nearly 20% greater than N.E.D.’s 
1956 record production of high quality inquiries—more leads to more sales. For 
more reasons why your advertising belongs in N.E.D., see our latest booklet, 
“What is BALANCE in a product news publication.” 
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Here's big business in a small, economically covered area. Milwaukee 
is one of the top major County Markets in business concentration, 
averaging 4,200 people and $9,000,000 in buying power per square 
mile. Here, both retailers and consumers are easily reached through 
one newspaper which covers 9 out of 10 homes. 


NET INCOME 


One - paper 


. more people than in many states, family average tops all 
¥ and all within 12 miles but four of the nation’s 
of downtown Milwaukee. 25 largest metroplitan areas. 


* 


‘1.3 BILLION 
IN RETAIL SALES 


31% of all Wisconsin retail business, 
all within minutes of 
Milwaukee shopping centers. 


ukee’e Million 4 


THE MILWAUKEE JOURNAL 


National Representatives—O’' MARA & ORMSBEE, INC. 


New YORK 


CHICAGO 


DETROIT 


Los ANGELES 


SAN FRANCISCO 
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Dodge ‘Sameness’ in Marketing 


Hold the Line on TV Prices 


C.M. Cites a Corporate Ad 


Bedell Gives a Reading Lesson 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


‘Essential Aloneness’ Marks the Creative Marketer... 


THE NATIONAL NEWSPAPER OF MARKETING 


Ettective Marketing Man Is Individualist with Courage, 
Not ‘Group Thinker,’ Says Zuckerman 


There has been so much emphasis on “team spirit” and group activity in business that Irving A. Zuckerman of Hudson 
Pulp & Paper Co. shocked some of his listeners at an American Marketing Assn. meeting in New York when he insisted 
that successful marketing calls for individual thinking and direction, even though implementation of the ideas may be a 
group effort. Because Mr. Zuckerman’s notions about the organization man are at variance with most present thinking, 
readers will find this complete presentation of his views refreshing and stimulating. 


By Irving A. Zuckerman, 
Vice-President, Hudson Pulp & Paper 
Corp., New York 


Whether we are starting a new busi- 
ness or are in the midst of a going con- 
cern, there is always the problem of what 
we should be trying to do, and what is 
our underlying plan for accomplishing 
this goal. Someone must answer these 
questions. 


It is generally true that the under- 
lying strategic decisions in a business 
require boldness and courage. It is 
axiomatic that, if one is to succeed, 
one must do things differently from 
the crowd. For this reason, I believe 
group determination of strategy does 
not work and that successful strategy 
is most often the result of the bold- 
ness and courage of some individual. 


I believe that, in order to have good 
marketing strategy, you must first have 
in your organization a good marketing 
man. Having the right marketing man is 
basic because if you fail to solve this 
problem almost nothing you do in other 
matters will be much good... 


s But what is a marketing man? 

I believe that, essentially, all of the 
higher areas of business activity are cre- 
ative. Any human activity that involves 
a large element of choice of material, se- 
lection of elements, placement of empha- 
sis and the coordination of parts is crea- 
tive no less than if one were writing a 
novel or a musical score, or painting a 
picture. 

This is especially true in the classic 
merchant function we call marketing. The 
aloneness of the creative artist is well 
known and accepted. I believe there is, 
similarly, an essential aloneness in the 
role of the creative business man and the 
creative marketer. The materials and the 
medium are different. 

The business man works with economic 
concepts, tangible things of utility and 
intangible values of service which he 
combines in a marketing mix; and his 
purpose is profit rather than pleasure. It 
is a lonely undertaking because he must 
agonize and torment himself over prob- 
lems other people do not even see. He 
must be ready to absorb from the en- 
vironment the facts of the market in 
which he operates, and he must order 
these facts in his own mind into a sig- 
nificant meaning. 


s This can rarely be done successfully in 
a group. It would be hard to imagine a 
great work of art in literature or music or 
painting that could be produced as a joint 
product of an executive committee or a 
plans board. I am sure that Leonardo da 


Vinci or Herman Melville did not sit 
around a table to obtain collective opin- 
ion on what they should attempt to do. All 
of us must agree that somewhere in these 
men was a concept and a desire to give 
tangible expression to it. If you do not 
have a man in your organization who can 
be thus characterized, you do not have 
the business man I would call a marketer. 


Group Activity, Yes; But 
Individual Is All-Important 

But business is a group activity; how 
does one reconcile the work of the group 
with the work of the individual? 

Perhaps a good analogy would be that 
of Toscanini. Although there are 80 units 
in a symphony orchestra, and though each 
unit must play its role with understand- 
ing and feeling, the result is the work of 
the leader who draws from each unit the 
precise contribution that, in his mind, he 
requires. If you do not have a man in 
your organization who thinks of himself 
in this way, you do not have a marketing 
man. 


I want to give this point emphasis 
because it seems to me we are living 
in a time in which the role of the in- 
dividual tends to be subordinated to 
the role of the group—a time in 
which the emphasis in activity is on 
getting along—a time in which there 
are management courses which are 
teaching something called “manage- 
ment in reverse,” stressing the role of 
the manager as first-assistant to his 
subordinates, and placing on the 
manager not so much the obligation 
that he know what he wants to 
achieve and that he have sound con- 
cepts and valid objectives, but rather 
that he find means of bringing out 
the ideas of others. 

We have a thing called brainstorm- 
ing which, in effect, says any idea is 
worth being heard, recorded and 
evaluated. And now “psychodrama” 
—a technique of role reversal in 
which managers come to a training 
school where they are assigned the 
roles of their subordinates so that 
they will learn better how to think 
like the group with which they work. 

Do they really mean that any group 
of intelligent people can do the neces- 
sary job as long as they are properly 
motivated, and given a chance to par- 
ticipate in setting their own goals? 


® Lincoln fired some seven generals be- 
fore he found Ulysses Grant, and I won- 
der which side would have won the Civil 
War if, instead of firing General McClel- 
lan, Lincoln had concluded that the rea- 


son McClellan would not attack was that 
Lincoln himself had failed to find the 
key to motivating him. 

The practical application of the as- 
sumption that the group does a better 
job, or that the major role of the chief is 
to motivate his subordinates, is found in 
endless committee meetings, divided re- 
sponsibility, innumerable researches and 
documentations, product testing, copy 
testing, market testing, and just plain 
testing. 

I know that I risk being misunder- 
stood. I am not opposed to orderly mar- 
keting operations. I am in favor of plan- 
ning, research and testing. But it should 
be obvious that every idea is not worth 
testing, every suggestion is not worth 
consideration, and that every marketing 
situation cannot be formularized. 


# First, there must be a concept, and good 
concepts come from good men. Without 
the creative marketing man you can re- 
search and test and measure and kick 
around without ever getting any worth 
while result. Someone has to believe 
deeply about what needs to be done and 
have the understanding of the market, of 
the problem, of the potential and of the 
capacity of his own organization. 

If you have a man who knows his 
product, who talks to people about his 
products, who enjoys seeing them dis- 
played and gets a great thrill out of see- 
ing them purchased, who cares about 
the details of the shade of color of the 
package and the fine nuances of compo- 
sition that make one product different 
from another, who believes that the rep- 
utation of his products, as the reputation 
of a person, depends in some measure on 
every aspect of its presentation, and who 
has the mental capacity to relate all of 
these things to the problem of making 
profits—then you may have someone 
who qualifies as a marketing man. 

But he will need also the courage to 
be a minority, the strength to withstand 
defeat and to come back again, and the 
ability to persuade those whose support 
he needs. 

* * ™ 

This is the rationale of the product 
manager system in marketing which we 
use at Hudson. At Hudson we do not be- 
lieve that we can functionalize market- 
ing into separately delegated components 
of pricing, packaging, promotion, mer- 
chandising and advertising. This would 
be like dividing up the work in writing a 
novel or a symphony. 

We look for a man with singleness of 
purpose, love of labor and the intellec- 
tual capacity to take the whole job and 
run with it. 

Now that we have picked the market- 


ing strategist and fitted him into the 
business enterprise with full responsibil- 
ity for marketing planning, how does he 
go about determining his strategy? 


The Dread Disease—Sameness 

Almost everyone is aware of the in- 
creasing tendency to political and social 
conformity in America today, and, no 
doubt, many of you have thought about 
how this constraint has invaded the 
world of business and product marketing. 
So many of us labor unyielding hours un- 
successfully attempting to sell products 
that are too much like the products that 
our competitors sell. 

I believe that there is a tangible and 
specific reason why our products are so 
much alike. This reason, I believe, pro- 
ceeds from two basics: the social psy- 
chologists tell us that for a variety of 
causes, some perhaps having to do with 
the ever-present threat of atomic ex- 
tinction, people have ceased to care 
deeply about even important matters. 
The amount of discussion that one hears 
on the subject of atomic fall-out is 
amazingly little. 

These seem to be times of indifference 
and this fact has a bearing on the mar- 
keting of our products. People not only 
do not care about important matters, but 
they also do not have very strong opin- 
ions of their own, and, not having very 
strong opinions, they will accept as fact 
or as rationale for buying products those 
reasons that you as marketers give them. 


® One unhappy consequence of this is 
that, when we try to determine what 
qualities to put into our products and how 
to merchandise these qualities, we are 
often tripped by our own research. The 
usual procedure is to conduct a market 
survey and find out what people want. 
But too often these days we find that 
people want the products that our com- 
petitors are selling them. Or they seem 
to want particularly those qualities that 
our competitors heavily advertise. 

Too often, we conclude that this, then, 
is what we should make and we re- 
enforce the market in this direction. But, 
fortunately, there are also the courageous 
souls who like to use marketing sense 
and who seek and find product qualities 
that no consumer panel has ever en- 
dorsed. I say courageous, because these 
companies depart from the accepted 
standards. 


s We, at our company, saw this very 
clearly in the paper napkin field. Hudson 
marketed its first package brand of nap- 
kins in 1940 and at the time paper nap- 
kins were in low repute—few consumers 
would admit to using them or wanting to 
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showed that 
what qualities they 


and research 
about 


them, 

when asked 
wanted, the answer was, “A napkin is 
just a napkin—what difference does it 


use 


make?” When asked what brand they 
preferred, they answered, “Any brand 
that the store carries.” It was a dismal 
picture, and money spent on advertising 
looked like a waste of money. 

A decision was made. Hudson decided 
on the most classic of all strategies: 
“Make a better product and advertise it.” 
It was a decision our directors ques- 
tioned many times as they saw extra 
expense in both product quality and 
marketing. But partly as a consequence 
of this decision, Hudson became and still 
is today the largest selling brand of 
household paper napkins in the country. 


® As the market for paper napkins began 
to develop and as we continued to re- 
search it, blind product tests and con- 
sumer questionnaires began to show a 
strong preference for soft paper napkins 
as against sturdy or hard paper napkins. 
The only advertising that had been done 
in paper stressed softness and, when 
people were asked for their preference, 
or even given two products from which 
to choose, the softer one always pre- 
vailed. 

But common sense told us that a paper 
napkin had to be sturdy and strong, and 
for many years we lived with the dilem- 
ma of selling softness while, at the same 
time, stressing strength in the product. 
It was an inconsistency that we did not 
know how to rationalize except that the 
product sold very well. We could not ig- 
nore our research and so we tended to 
vacillate in our thinking and to modify 
our product in the direction of softening 
it. 

Despite the research, softening never 
improved sales. Finally, one of our good 
competitors built his advertising on an 
unqualified strength and sturdiness com- 
mercial and, in so doing, changed the re- 
sults to be gotten from research. Whereas 
previously strength was a minor desired 
quality, today it is major. 

So the determination of the product 
qualities should not be merely a mat- 
ter of recording and incorporating 
existing opinions as to desired qual- 
ities. The role of the marketing man 
is to do the endless thinking, specu- 
lating, questioning, trying and pro- 
voking, leading toward the develop- 
ment of new concepts in product 
needs. 

® An example of determining market 
strategy might be drawn from our ex- 
perience in the toilet tissue field. We had 
become the leaders in the country in 
paper napkins, but we had no brand po- 
sition in toilet tissue. The first question 
we had to face was, should we have such 
a position?—and that question was dis- 
posed of as soon as we raised it. We felt 
not only that we should, but that we 
must, and that it was as much a matter 
of survival as choice. 

We realized that unless we had a mul- 
tiple product line a competitor could, 
from his strongly entrenched position in 
other products, successfully attack our 
franchise in paper napkins. 


s We determined to be aggressive rather 
than defensive, but we were still rela- 
tively small as compared to the giants of 
the industry and we were not sure that 
we had the resources to create an en- 
tirely new brand. 

Also, we had to ask: What kind of 
product should we make? The well- 
established market for toilet tissue was 
in the single-ply field, doing 80% of the 
total volume. Two-ply toilet tissue, a 
finer quality and more expensive prod- 
uct, had 20% of the market. Conserva- 
tism suggested that we attack the larger 
field because the same percentage share 
would yield a larger volume. 

But the American consumer was being 
up-graded in all realms. Why not look 
at the toilet tissue field as a unit and 
figure two-ply as merely a product dif- 


ference? Didn’t it have a better potential 
if more aggressively pursued? The an- 
swer was yes, and we moved ahead, se- 
lecting two-ply as our means of entry. 

Finally, in the marketing of toilet tis- 
sue, we were faced with the choice of 
where to open, and this time we startled 
our customers and competitors by pick- 
ing the New York market for our first 
assault. 


s In shortened version, that summarizes 
Hudson’s choice of marketing strategy in 
1955 when it entered the toilet tissue 
market. 

We still had to implement the plan and 
we had to choose our tactics. Perhaps 
the knottiest problem of all for most 
marketers is: How does one get distribu- 
tion? Up until now all of the determina- 
tions had been within our own capacity 
to make. If knowledge, logic, ability, 
energy and creativity were on our side 
we probably had a good product and a 
good plan of selling it to the consumer. 
But we had to have a plan for getting 
distribution. 

Distribution today, however, is in the 
hands of limited numbers of buyers and 
whenever one deals with the problem of 
a limited number of other human beings 
having a say in the matter, the results 
are indeterminate. In any market area 
that we could have chosen for launch- 
ing our product, a handful of grocers 
could say yes or no and either give or 
deny us access to the major portion of 
the market. 

Our controller thinks that makes the 
problem easy. He thinks selling is just 
getting friendly with the buyers so that 
they will do what you want. 


s One of the key factors in determining 
what to do is a proper assessment of 
your own marketing reputation. 

I am told that this scene is typical of 
a new product presentation by a major 
soap company salesman: The salesman 
walks into Mr. Chainstore buyer's office, 
walks up to Mr. Chainstore buyer’s desk, 
and says, “Mr. Buyer, I have an amazing 
new soap. I would like to demonstrate 
its advantages, show you our tremendous 
advertising and promotion campaign.” 
The buyer looks up, and growls, “Stop 
wasting my time. Just tell me how many 
cases I should order and when the mer- 
chandise is coming in.” 

But if one’s marketing reputation is of 
a smaller dimension, as was ours at Hud- 
son, one gets no such reception. We found 
instead, to our chagrin, that no one 
seemed to want, need, have any use for, 
or under any circumstances, would they 
consider taking on a new product in this 
category. No one seemed to make any 
money on it—and even if they did they 
wouldn’t buy ours because they had al- 
ready intended to take two or three com- 
petitive products if they only had room. 


= As a matter of fact, the most typical 
reaction to our presentation of a new 
product was a threat to discontinue sev- 
eral old ones which were only being 
carried because of the buyer’s good heart. 

What do we do now! We have found 
building a market in paper products is a 
long, drawn-out, tortuous task. No one 
has ever built an overnight success. Our 
products require maturing, infinite pa- 
tience, constant probing, adaptation to 
local market conditions, and, above all, a 
sufficient faith in the outcome to keep 
going despite the reversals. 

Our customers said, “You have no con- 
sumer demand—we’ll buy it when you 
have built up a demand.” Our advertis- 
ing department promptly told us that 
they could not advertise and build a de- 
mand until we had distribution. So we 
substituted for consumer demand. We 
used a variety of tactics: coupons, sam- 
ples, buy-back offers, package deals—the 
selection of each depending upon the 
conditions at the time and the problems 
of the market as we viewed them. In ad- 
dition, we sold hard, we talked to every- 
one, we kept coming back, and we never 
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The Creative Man’‘s Corner . 
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Hence the spate of what was once 


difficult to leave once one gets into it. 


Leena 


Along Comes Douglas 


It is hardly likely that these aging eyes and unskilled hands would ever 
be wanted by the numerous companies desperately seeking engineering tal- 
ent today. It is quite possible, however, that what this aging mind thinks 
about a particular company, and what countless other Americans also think 
of it, may well help influence the brighter of this year’s crop of engineering 
graduates to sign up with it. Or next year’s. 


ferred to as “corporate” advertising for these many companies. Most, how- 
ever, overlook—in this Corner’s opinion—their primary target: 
public. Headlines like Speed or Taking the Measure of Tomorrow or New 
Chance Vought Guided Missile are remarkable chiefly for their lack of human 
interest. But along comes Douglas with a campaign every bit as exciting as 
a Saturday Evening Post special feature or a Life picture story. The layouts 
are orderly, easy to follow. The photographs, highly arresting. The copy is 


In our opinion, this is some of the most outstanding corporate advertising 
we've seen in many a moon. It does’t particularly brag about Douglas. It 
doesn’t have to. It just reads with so much interest and authority one auto- 
matically attributes to Douglas the know-how and leadership they would 
probably be much less successful in blatantly claiming. + 
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called “institutional” and is now re- 


the general 


Fd 


forgot the time-honored role of the sales- 
man—*to ask for the order.” 


s Although we have made mistakes, time 
seems to be confirming the over-all va- 
lidity of our strategic plan. Our results 
have been good and our business is 
strong and growing. 


Our experiences have convinced me 
that, to grow, a business must be creative 
and that marketing success requires the 
boldness and decisiveness that group ac- 
tion cannot provide. American business 
is crying for men who can think and who 
can ACT, and the rewards are more than 
material. 


Looking at Radio and Television... 


Favor Resisting All Charges 


By The Eye and Ear Man 

The battle cry of advertisers who be- 
lieve in television as an advertising me- 
dium but who decry its increasing costs, 
is, “Hold the line on tv prices!” The only 
way to hold the line is to oppose every 
proposed price increase vigorously. Here 
are some of the price increases which 
can be effectively opposed: 


e (1) Line charges. In the early days of 
television the networks had important 
investments to make for which they re- 
ceived inadequate compensation. Conse- 
quently they passed on studio charges 
and line charges which had no founda- 
tion in radio, the father of these prece- 


dents. 
Now a look at the 
and networks makes 


profits of stations 
it clear that the 
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Little Iodine is such a charmingly rambunctious young- 
ster that she’s won just about three out of every four 
girls as true friends. 


When these girls open their pocketbooks today, 
they have plenty of money to spend — millions of 
dollars more, in fact, than ever before! Even more 
important probably, they know what they want when 
Mom or Dad is about to make a purchase for the 
household. In short, they buy plenty of things them- 
selves, and they strongly influence the buying of 
plenty more! 


And these girls—aged ten to seventeen—are Little 
Iodine’s devoted friends. But not hers alone—they’re 
also devoted to all the other characters in PUCK, The 
Comic Weekly. The readership record is phenom- 
enal! 99 percent read Sunday comics — 99 percent 
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CAN YOU AFFORD NOT TO FOLLOW THE GIRLS? 


of all the girls reading Sunday papers! — but only 
78 percent read the local magazine sections and the 
national magazine supplements. 


This fact was recently revealed in “Basic Patterns 
of Sunday Newspaper Readership” — a study that 
could be very profitable for you to read. 


Of course, you ought to see all the facts in the new 
study. But of even greater importance, you ought to 
follow the girls who are following Little Iodine. If 
you have a product or service to sell, make sure those 
girls read about it — in PUCK where the readership 
(for every member of the family!) is astoundingly 
thorough. What’s more, advertising in PUCK is eco- 
nomical — as leading advertisers have been proving 
for years! 
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See the new study for yourself. The booklet, “Basic Pat- 
terns of Sunday Newspaper Readership” (prepared in 
consultation with the Technical Committee of the Adver- 
tising Research Foundation) covers studies in Baltimore, 
St. Louis and San Francisco. Separate studies, #4, for 
Detroit and #5 for Washington, D. C., are also ready at 
this time and will be mailed upon request. Address the 
Plan and Research Dept. of PUCK, The Comic Weekly 
— or ask your PUCK Representative. 


THE COMIC WEEKLY 
63 Vesey Street, New York 7, N. Y. 
Hearst Bidg., Chicago 6 «+ Hearst Bidg., San Francisco 3 
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costs of coaxial cable or microwave re- 
lays can be borne by networks and shared 
by stations in the link. The charges have 
been accepted by advertisers in the past. 
A vigorous challenge of these costs may 
get good results. 

e (2) Profits on programs owned or con- 
trolled by networks. With some variance 
from network to network, programs 
which have been bought from a network, 
locked into a time period in many in- 
stances, contain items called overhead 
and administration fees which constitute 
a profit to the network. 

The justification of the profit has al- 
ways been obscure. The network has in- 
sisted that programming is their respon- 
sibility and they are obliged to secure 
programs with which they can gain dom- 
inance over their competition. The profit, 
they declare, is highly incidental and 
really barely covers operating costs and 
investments against shows that didn’t 
make the grade. 

Well, maybe. But there is no justifica- 
tion whatever for a profit which comes 
from a service that is unwanted by any 
advertiser. The advertising agencies are 
willing and able to program for their 
clients. They buy from the same produc- 
ers the networks use. The advertiser, by 
the same token, recognizes the need for 
balanced programs and that, in the heat 
of competition, the network often must 
make an investment to protect a hot 
piece of talent. But there is no reason 
why the “program protector” should add 
a fee for doing what he insists he must 
do. 

This practice is now a subject of sever- 
al investigations. Chances are that sooner 
or later the networks will be ordered to 
divest themselves of program production 
or at least stop being a buyer and a 
seller. Meanwhile all advertisers should 
fight paying anything but actual pro- 
ducers’ costs on programs bought from 
a network. 

e (3) Union increases. Most union ne- 
gotiations are conducted by the networks, 
even though much of their work is the 
responsibility of the advertiser ultimately. 
The thinking behind this is vague. Most 
advertisers or their agencies did not wish 
to deal directly with unions for complex, 
far-reaching reasons involving unions di- 
rectly engaged in manufacturing. There 
is very little reason for the networks to 


be sharp negotiators. 

The passing on of union increases on 
network or independent productions— 
often well after the fact—is a sword that 
hangs over the head of the advertiser. 
He has no control over the amount, the 
number of unions involved, or when they 
occur. Reserves held against these in- 
creases are advertising waste, since they 
could be put to work selling. 

Resisting these union increase clauses 

is important to every advertiser. Better 
to pay a premium to a producer than to 
be constantly threatened with future ob- 
ligations which may amount to as high 
as 5 to 10% of total television expendi- 
tures. 
e (4) Studio costs. In radio days, a stu- 
dio for long period of time was without 
charge. In television, studio charges be- 
came exorbitant very quickly. The time 
has come to begin getting a few things in 
television as a fair part of time costs. 
There have been almost no new studios 
built in New York in the decade tele- 
vision has been with us. Since the net- 
works have begun to enjoy a strong profit 
position, the time has come for them to 
begin furnishing items which will con- 
tribute to holding costs in line. 

Above all, the passing on of annoying 
little studio charges with each uncheck- 
able item listed in detail and the notation 
that they are accountable by increases in 
production rates, drives advertisers into 
fits of rage. The rage had better be spent 
in the beginning negotiating agreements 
without this blank check right. 


s All along the television battle front the 
signs are clear that there is a tightening 
up of the advertiser’s attitude toward 
prices. Many changes will be forced by 
supply and demand. Many changes should 
be anticipated by stations and networks 
before the hard anger of advertisers 
forces them. The above represent fairly 
innocuous places to start effecting reduc- 
tions instead of additions. 

Very often an opportunity arises for an 
advertiser to insist on a deal with no 
extras. This is a practice which is be- 
coming more commonplace on network 
time and talent packages. It is an easy 
place to start making simplified contracts 
and pricing. One price with nothing more 
to follow makes for happy client-station 
relations. + 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

If the class will come to order, we'll 
ponder one of the wonderful aberrations 
of the advertising mind. The lesson this 
morning is one I am a little ashamed to 
bring up. By the time you were 21, it 
seemed unnecessary I suppose, that your 
mother should tell you to wash your face 
for company, and not to pick your teeth 
in public. 


Well, our admonition this morning is so 
primary—it would appear to be unneces- 
sary, too. Yet every week I find ads in 
various parts of the country that have 
the bad taste and indifference to the 
public, to print messages over dark back- 
grounds. 


® The adult advertising creator ulti- 
mately learns that the characteristics of 
newspaper printing are such that even 
the best printed papers cannot be count- 
ed on with surety to deliver clean legible 


printing of black type over dark back- 
grounds. 

I cannot help feeling that advertising 
designers who continue to impose this al- 
most impossible task upon newspapers 
are like petulant children. In effect they 
say, “I personally like black type on gray 
backgrounds, I don’t care whether their 
good printing is possible or not, and I 
don’t care whether people can read it or 
not. On my original art it can be read, 
and if the newspaper can’t make it as 
legible as my art, let the store and the 
reader suffer the consequences. I refuse 
to knuckle my personal whims to the 
handicaps of physical production proc- 
esses. I am free and independent, and no 
printing press is going to stultify my cre- 
ative genius.” 

At the left is an ad the way it appeared 
in a great metropolitan paper. Only with 
great difficulty could the type be read in 
the original ad. Prating of “first impres- 
sions,” “second impressions” and so on, 
does not justify such an attempt by the 
advertiser. 


es Were we to approach newspaper ad- 
vertising afresh from some other planet, 
we would be amazed at the miracle of 
great daily printings and delivered cir- 
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culation. We would accept the few limi- 
tations of the process and be thankful for 
its virtues. And we would have the acu- 
men and fairness to print wlack type on 
white backgrounds. 

If Southern California had seen the 
above ad with its printed message on a 
white panel, as our revision shows, it is 
hard to believe that any cataclysmic 
artistic despondency would have seized 
the populace. It is probable that not even 
any layout artist would have said: “Fie 
upon such stuff. They should have print- 
ed the type message on the dark gray 
background. Thus, although it would not 
have been legible, it would at least have 
been more acceptable to my sensitive 
soul.” 

Do you create ads for newspapers? 
Make it a rule to put clarity and legibil- 
ity ahead of “refinements” or “pet de- 
vices” that conceal the stories the ads 
are bought to reveal. As a principle of 
management, it is hardly creditable to 
buy a vehicle for a selling message, 
and then not print the message. As a 
principle of advertising creation, it is 
hardly creditable to accept employment 
to tell a story, and then make it as hard 
as possible for the desired readers to 
read it. + 


Pyereht 1957 by Paul Pinson 
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You are sitting around with the 
Brainstorming others and the ideas 
are good, bad and indifferent. The 
problem today is a theme for the giant 
economy size toothpaste. Joe says: 
“How about kids? Thousands of them 
are learning to read every day!” 

This idea being somewhere between 
fair and indifferent, you are not too 
impressed. However, your Draw- 
thinks are influenced, A, B, C, and 
you remember a childhood incident 
with a used toothpaste tube, D, which 
you sketch, E. 


Now, Joe might have been looking at 
your pictures and carried the ball 
himself, but you are on your toes and 
quickly see F, the possibilities for (1) 
tv, (2) outdoor posters, (3) other me- 
dia, another idea. 


If you take to this method of drawing 
while thinking, it may help you to a 
visual idea which would not have 
occurred to you without it. 


DRAWTHINKS.., 


| The COPYWRITER'S Art Course 


The Tricycle and the Toothpaste Tube 


When you actually see irrelevant items as you create, you may 
come up with dramatic, if occasionally unorthodox, ideas ...or 
... “Take your Drawthinking pencil into the Brainstorm session” 


-, 


R 


Next Lesson: “How to put ACTION into your stick figures” 
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SPEAKING OF 
COVERmMAG EB. : 


one issue of seventeen reaches 


more Young Women Under 20° 
than any other leading Women’s magazine! 


If you want to sell America’s Young Women Under 20—with their boundless 
needs and annual income of over $4 billion—sell them in SEVENTEEN! It’s the 
biggest magazine value your advertising dollars can buy. 

Ina single issue, SEVENTEEN reaches nearly 3 times as many of these Young 
Women as the Ladies’ Home Journal or McCall’s...nearly 342 times as many as 
Mademoiselle...and more than 5 times as many as Glamour or Charm. In fact, 
in just 3 issues, SEVENTEEN reaches 75% of ALL the Young Women Under 
20 in America.** 

Alert advertisers are cashing in on SEVENTEEN’s complete domination of 
the rich, responsive Under-20 market. And they’re getting results that prove 
it’s good business...41.8% of ALL teen-age girls in the U. S. have actually 
purchased merchandise they saw advertised in SEVENTEEN.** 

Because of the phenomenal growth of the Under-20 age-group, this market is 
bigger and more important than ever. Join the growing list of ‘blue chip’ 
advertisers who are selling in SEVENTEEN now. 


*13 through 19 years old 
**Gilbert Youth Research 


it’s easier to START a habit than to STOP one! 


SEVENTEEN MAGAZINE, 488 Madison Avenue, N. Y. 22 PLaza 9-8100 
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KPAC-TV Joins NBC-TV 

NBC Television will add KPAC- 
TV, Beaumont, 
affiliate. The station is now in con- 


Tex., 


as an optional 
this time. 


operations on Sept. 
has no affiliate in Beaumont at 


struction; plans call for it to begin 


15. NBC-TV 
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TELEVISION 
MAKES 
_ MARKETS 


From cheese to chocolates .. . 
points to bulldozers . 
service, your sales story belongs in this 
outstanding merchandising medium. Here 
at the biggest Exposition in the East, a 
“live” audience of half a million customers 
see, examine and buy. 

In this “Show Window of the East” 
you'll find unexcelled opportunities for 
PRODUCT PERSONAL APPEARANCE 
that pays off in more business for you. 


a SPRINGFIELD, 


SELL YOUR PRODUCTS OR SERVICES 


WITH 


~ Product Personal 


Appearance 


Write today for full details 
EASTERN STATES 


14-22, 


BMD 


z Foe 


1957 
MASSACHUSETTS 


M Oe 


from ball 
. your product, your 


Bach 


FUN FOR ALL— 
Blatz Brewing 


its home state 
and its beer in 
this new 2'x3’ 
illuminated piece. 
The 13 color 
transparen- 
cies surrounding 
the map show 
year-round Wis- 
consin vacation 
activities; a “You 
are here” sticker 
on the map pin- 
points the view- 
er’s locale. The 
display will be 
used in Wisconsin 
only. 


“Revitalized’ Record 


Industry Is Seen 


by RCA’s Marek 


New York, June 11—George R. 
|Marek, vp and general manager 
}of the RCA Victor record division, 


|for $1.29, 


represent the biggest 
bargain in music today,” he said); 
and (5) the availability of records 
in new outlets, such as supermar- 


| kets and drug stores. 


Commenting on “a growing in- 
terest in stereophonic sound,” Mr 
Marek said, “We are meeting this 
challenge by doubling our produc- 


said last week that the record in-| tion of stereophonic tapes, and we 


dustry, “which dawdled in the dol- 
drums of economic lethargy during 


believe the time is coming soon 
when virtually all good music re- 


part of the ’30s and ‘40s, has re- | corded will be available on stereo- 


vitalized itself.” 

Mr. Marek reported: “The re- 
sults speak for themselves. In 1956, 
industry sales totaled $300,000,000 
| —the greatest in history. The first 
| five months of 1957 top any com- 
parable period from a sales stand- 
point.” 

He attributed the industry’s 
| growth to such factors as (1) the 
|increasing importance of the teen 
age market (“Most youngsters be- 
gin buying popular single records 
| but many of them later develop 
|tastes for the light classics and 
| eventually the classics,” he noted) ; 
| (2) phonographs priced so low 
|“that nearly any family could af- 
|ford one”; (3) the industry’s swift 
capitalization of the public interest 
in high fidelity; (4) popularity of 


y |RCA’s 45 rpm extended play rec- 


ords (“We believe the extended 
play disks, which offer four tunes 


CANADA 
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Where in the U.S. area alone* . . . 
650,000 people live, who spend 
$575,000,000 annually in retail sales, 
more for groceries than in Minneapolis, 
more for drug products than in Omaha, 
They listen to 22 radio stations, 
Read 19 daily newspap 
BUT, choose ONE TELEVISION STATION 
by o margin of 3 to 1 


pers 


— "WCAX.-TV is also the leading U.S. TV 
station in southern Quebec ond Montrec! 


WCAX- TV apo 
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phonic tape as well as on rec- 
ords.” = 


ANA Issues Report 
on Newspaper Rates 


New York, June 11—Advertisers 
who want to find out how much of 
the money they spend in newspa- 
pers goes for increased costs and 
how much for increased coverage 
can learn from “Newspaper Circu- 
lation and Rate Trends—1946- 
1957.” The report has been pub- 
lished by the Assn. of National 
Advertisers. 

The study—a second edition of a 
report on daily newspaper circu- 
lation and rate trends—can be used 
to compare and analyze trends for 
all 226 dailies with 50,000 or more 
circulation. 
| The 43-page report is divided 
| into two parts. The first shows av- 
erages for all U. S. English-lan- 
guage dailies combined, as well as 
separately for morning, evening 
| and morning-evening 
| tions. The second section presents 
|the information individually for | 
226 of the largest newspapers. 

Copies of the report are avail- 
able at 7 to non-members of 
the ANA. 


Lewin, Williams Adds Divisions | 
Lewin, Williams & Saylor, New 
| York, has been appointed to handle 
two additional divisions of Wam- 
sutta Mills—Wamsutta Fabrics and 


Wamsutta Decorative Fabrics. The | 


agency now handles most of the 
23 divisions and departments of 
Wamsutta’s parent company, M. 
Lowenstein & Sons, New York. Al- 
bert J. Silberstein-Bert Goldsmith, 
the previous agency for the two 
Wamsutta divisions, retains the 
domestics divisions of Pacific Mills 
'and Wamsutta Mills. 


Komisarow Opens Studio 

Don Komisarow Associates, a 
new studio, has been formed by 
Don Komisarow and Ira Flanders 
to handle all phases of advertis- 
ing art and photography. The new 
| organization has affiliated with a 
West Coast and a New York studio 
jfor the production of animated 
and live tv commercials. The 
| Komisarow studio is at 11 W. 42nd 
|St.. New York. 


Co. touts for both 


combina- | 


Advertising Age, June 17, 1957 


Product Services Adds 


Nestle-Lemur TV 


Nestle-Lemur Co., New York, 


|/has appointed Product Services to 
‘handle television advertising for 


all its products. The agency’s ap- 
pointment to handle the Harriet 


| Hubbard Ayer line was previously 


reported as a part of the film-for- 
time barter arrangement negotiated 


|with more than 100 tv stations. 
| (AA, May 20). 


Nestle-Lemur ex- 
pects to shuttle most of its major 
cosmetics and toiletries products 
in and out of the spot schedule that 
starts in July. 

The company’s present agencies, 


|R. T. O'Connell Co. and Lewin, 
| Williams & Saylor, will continue 


to place print advertising for 
Nestle-Lemur products. 


| Atkins to Johnson & Lewis 


Hal Atkins, former advertising 
promotion manager of the San 
Francisco Call-Bulletin, has been 
named a copywriter for Johnson 
& Lewis Advertising, San Francis- 
co. 


ABOARD! 


Oldtime Ohio River steamboat 
whistles let passengers know it 
was time to get under way. The 
more forceful the whistle, the 
bigger the boat . . . the more 
passengers it could carry . . . the 
_ faster it took them further. 


Similarly, the latest Nielsen 
figures sound a forceful blast for 
WSAZ.TV in today’s busy Ohio 
| River market. With an audience 
of over half a million TV homes 
|in 69 countries, WSAZ-TV 
reaches (says Nielsen) 100,580 
} ° 
more homes on weekday nights 
than the next-best station. And 
| it’s the consistent leader around 
the clock! 
_ This is impressive traveling—and 
to very prosperous ports of call 
where income has never been so 
| high. Get aboard this prime 
mover of goods and let WSAZ- 
TV blow your own whistle where 
it will be heard — and heeded — 
most. The gangway is down at 
_ any Katz office. 


‘erate merarensrerster pera 
a oT TTT Piva 
HUNTING TON-CHARLESTON, W. VA. 


W.3B.0. NETWORE 


Affiliated with Radio Stations 
WSAZ, Huntington 6 WKAZ, Charleston 


LAWRENCE H. ROGERS, PRESIDENT 
| Represented by The Katz Agency 
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TOO BIG—American Motors head 

George Romney tells parking lot 

operators “giant U.S. autos” are 

like the dinosaur which became 

extinct “because it got so big and 
so unwieldy.” 


Bigger Cars Should 
Pay More to Park, 
George Romney Says 


Detroit, June 11—George Rom- 
ney, president of American Motors, 
told parking lot operators last week 
that they should charge more to 
park the new “over-size” cars and 
less to park Rambler and smaller 
cars. 

Mr. Romney spoke before the 
National Parking Assn. convention 
here. 

He told the meeting that cars 
would probably get bigger over the 
next few years. But, he said, the 
emphasis on bigger cars would 
probably accelerate demand for 
smaller American-built cars. 


s He predicted that in 1958 aver- 
age low-priced Big Three cars will 
be 2” longer, and that they would 
grow another 2” in 1959. 

“This would result in an average 
increase of more than a foot to 
these cars since 1950,” he said. 

With cars getting longer each 
year over the past ten years, he 
said, “the average parking lot has 
lost 15% of its usable space. In 
garages built 20 and 30 years ago, 
the loss averages 40%.” = 


Knox Reeves Appoints Two 

Knox Reeves Advertising, Min- | 
neapolis, has appointed Gordon 
Anderson group merchandising 
manager and Ken Krom art di- 
rector. Mr. Anderson, most re- 
cently a vp and account executive 
of Ray C. Jenkins Advertising 
Agency, also has had his own agen- 
cy. Mr. Krom formerly was an art 
director with Kerker, Peterson, 
Hixon, Hayes. 


Heintz Names Molica, Abell 
Heintz & Co., West Coast agency, 
has appointed James C. Molica 
and Ralph Abell to its consumer 
account executive staff in the Los 
Angeles office. Mr. Molica for- 
merly was an account executive 
with Erwin, Wasey & Co., Los 
Angeles. Mr. Abell previously was 
with Doyle Dane Bernbach Inc. 


Storer Appoints Two 

Reginald P. Merridew, former 
vp in charge of sales and public | 
relations for Crown Hill & Sunset 
Memorial Park, has been named) 
managing director of WJW, Cleve- | 
land, replacing Jack Kelly, who is 
moving to the Storer New York 
sales office. 


| Newspaper R.O.P. Color 


i 


Awards Deadline Set for June 
June 30 is deadline for newspa- 
per entries in the 1956-57 Newspa- 
per R.O.P. Color Awards Competi- 
tion for the best reproduction of 
national ads. Awards will be made | 
for the best printed reproduction | 
of national or general rate run-of- 
paper color ads placed by an agen- 
cy in 12 classifications. Contest 
and conference are sponsored by | 
the American Assn. of Newspaper | 
Representatives, the Art Directors’ | 
Club of Chicago and Advertising | 
Agency Production Men’s Club of 
Chicago. Editor & Publisher pro-.| 
vides the awards in the contest. 
The contest is open to U.S. and 
Canadian newspapers. It covers the 
period between Oct. 1, 1956, and | 
May 31, 1957. Entries should be | 
mailed to the AANR, 360 N. Mich- | 
igan Ave., Chicago. Awards will be | 
made to winners at a dinner in 
Chicago on Sept. 24. 


Pick a pair of “pluses”. . . 
New England’s vacationing millions, and WBZ! 


Come June, July, and August — 
9.9 million New Englanders are 
joined by several million vaca- 
tioners. That makes a Big Plus 
market for alert advertisers. 

There’s another Big Plus in 
store for you, too. When you 
buy WBZ to cover the rich 
Boston market, (95% greater 
audience than 2nd Station— April 
N ielsen)you get WBZA, Spring- 
field as a bonus. Together, these 
stations blanket the entire New 
England vacation-land as does 
no other single medium. 


In Boston . . . and all New 
England . . . no selling campaign 
is complete without the WBC 
stations. 


WBZ - BOSTON 


(Plus WBZA- Springfield) 


G60 


Westinghouse Broadcasting 
Company, inc. 


Represented by 
Peters, Griffin, Woodward, Inc. 


Catching the 
busy shopper's eye 
...Dy packaging 


Today’s retail grocery or supermarket offers row on row of thousands 

of competing canned items. To catch the busy shopper’s eye, manufacturers use 

CAN BAND®—the versatile multipack merchandiser with billboard side 

panel that provides maximum brand-name visibility and increases the volume of sales, 


More profits through progress in packaging 


2% CONTAINER CORPORATION OF AMERICA 


38 South Dearborn Street, Chicago 3, Illinois, and 42 other cities 


Corrugated and solid fibre shipping containers, folding cartons, flexible packaging, fibre can, 
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Union Plans Continuation of Ad Campaign 
in Behalf of the Shoe Industry 


To the Editor: The enclosed 
photograph of Harry S. Truman 
accepting six pairs of shoes from 
John J. Mara, president of the 
Boot and Shoeworkers’ Union, | 
AFL-CIO, last week in Kansas) 
City, is another instance of the | 


progressive campaigning of this| United Press newsphoto and story | Union-Industries Show in Kansas | 


union toward making its industry | 
a healthier one. 

The shoes presented to Mr. Tru- 
man, along with a citation as} 
America’s walkingest president, | 
went with the reminder that six 
pairs of shoes are an ideal mini- | 
mum shoe wardrobe for the aver-| 
age American male. 

This is one more peg in the pro- | 
motional structure this union is} 
working to build with the idea of | 


This department is a reader’s forum. Letters are welcome. 


| 
ice of the Advertiser | 
| 


| its own industry in the real expec- 
tation that increased shoe con-| 
sumption will mean more and bet- 
ter-paid work for its members, | 
Democrat, along with a current | 60,000 of them. 
trade paper campaign of full pages| The booklet enclosed is a revise 
running in seven publications in| of the one used last year for sales | 
the shoe and leather field. | promotion purposes. It has already | 

The Truman presentation was|reached the astronomical circula- | 
picked up widely and was used by | tion mark of 980,000, 250,000 hav- | 
CBS and NBC in film clip form.|ing been distributed at the recent 


was used by newspapers all over | City, Mo. 
the country. “Monitor,” the nation- | From the enclosed reprints of the 
al radio program of NBC, also|newspaper ads and magazine se- 


used a three-minute tape of this|ries being run, it can readily be 


| 


event in which was stressed the! seen that this union is selling the | 


six pairs of shoes as an ideal basic | shoe industry to the American pub- 
man’s shoe wardrobe. | lic. The recurrent theme that shoes 
As you know, this program is a| are one of our best-buy values in 


union activity financed entirely by | today’s economy is one which the | 
the union without help of any kind | shoe industry almost to a manu-| 
from the shoe industry. Perhaps | facturer acclaims. As a background | 


you will remember that this union|theme for a contrapuntal cam- 


increasing the per capita shoe con- | offered the shoe industry $100,000 |paign by the shoe industry itself, 


sumption among American men. 


a year for shoe promotion, but the| we are told it is flawless. Up to 


Full page newspaper ads have | no-strings-attached offer was re- | now, however, nothing startling 


already been used in the Chicago 
Tribune, Cincinnati Enquirer, St. 


Louis Post-Dispatch and Globe- | 


jected. That was a year ago. Since | in the way of cooperation with this 
that time, this union has been) effort has happened. 
beating the promotional drums for| It is our intention to continue 


LET’S EXAMINE THOMAS REGISTER 


FULLY PAID CIRCULATION 


22,913 =PAID Current ABC 1956 Edition. 


8,214 -PaiD ABC 1955 Edition. Subscribers not purchasing 1956 Edition 
but who purchased in 1955 and use this year old Edition of 
T.R. habitually, nevertheless. (Tora/ 1955 ABC 22,728) 


3,264 ~PAID ABC 1954 Edition. Subscribers who did not purchase 1955 
or 1956 Edition but who purchased in 1954 and usually 


34,391 


purchase every third year. This group uses T.R. habitually 
and tell us they do. (Total 1954 ABC 22,025) 


1,061 = Copies repurchased from yearly subscribers when Edition is year 
old and resold at $13.50 to companies who do a smaller 


1a: 


35,452-PAID 


volume of purchasing. 


COPIES 


This is the circulation we mention from time to time in print 
and otherwise. We believe it is a fair evaluation . . . it is 
verified, non-duplicated, accurate and constitutes a valuable 
unmatched “Buyership” contact with the major part of the 
total Industrial Purchasing Power of the United States. 


In computing our current Paid Circulation we have omitted entirely the circulation we deliver FREE 


of cost to American Embass 
panies who desire export bu 
offices show daily references 


ies, Legations, Consulates and U. S. Information Agency Centers. For com- 
siness this circulation is of inestimable value. Reports from the diplomatic 
to the copies of Thomas Register. Such copies have been distributed for 


over 40 years at the request of the State Department and are an accepted showing of American 


Industry to the world. 
372 copies of the current ed 


ition were shipped without charge to these offices. 


One of the reasons for use by many concerns of older editions of T.R. has been the accuracy 
and encyclopedic completeness of each edition. Every year and for each edition listings are 
and have been checked with the individual industrial manufacturer represented. This has been 


4 continuous practice of 
this tremendous feat, or 


Thomas Register editors for over 40 years and in order to accomplish 
er 1,000,000 type line product listings are set each year. 


To the skeptic whe may question the fact that year old or older copies of Thomas Register are in daily use, we hove hundreds 
of unsolicited letters from year old subscribers stating their intention to subscribe for the next edition, and reiterate their 


intention to continue the use of their 
We will be glod to show these letters 


present edition for purchasing inf 5 
te anyone who might desire to see them 


Subscriptions to Thomas Register are solicited and accepted only from exclusive T.R. invitation lists of rated com 
panies who show evidence of volume purchasing by such executives os Purchasing, Administrative, Engineering, 
Production, Research, Design, Plant Operation, etc. Others requesting co current edition of T.R. are referred to year 


old purchase or other source for 


their information. Note: In 1956 over 300 orders were received and refused from 


companies who did not meet the rigid T.R. subscription standords 


When we try to buy back year old copies a vast number of our subscribers write to us stating 
that they use the older copies in other plant departments or divisions. The quantity thus used 
can not be accurately determined but a very conservative figure we believe would be 20,000 


.»-thus our conservative claim of over 50,000 copies in daily use by American Industry! 


PRODUCT 
INFORMATION 


> THOMAS REGISTER 


y 461 EIGHTH AVENUE 
NEW YORK 1 NEW YORK 


HEADQUARTERS. 


Martineau Gets Replies to 


number of cartoons which make 
reading difficult, the ad is strictly 
on the “copy” side. 

Mr. Martineau, meet Mr. Mar- 
‘| tineau. 
Stephen Tedor, 
Glenwood Advertising, Chica- 
go. 


e 
To the Editor: Interesting re- 
marks, those of Pierre Martineau 
at the Art Directors Club of Noo 
| York. 
Goodness, Pierre! Do wire us just 
las soon as the Chicago Tribune 
| starts telling who, what, where, 
when, etc. . . in “visual symbols.” 
Jacque DuVall, 


Creative Director, Robert M. 
Gamble Jr., Advertising, 
Washington, D.C. 

- 


To the Editor: Art attracts at- 
with this industry selling campaign | tention—the copy does the selling. 
for a long time to come, in the Just my thoughts. 
strong belief that we are perform- Walter Hanson, 
ing a service to the consumer as Tested Products Co., Lake- 
well as pulling more than our wood, O. 
weight in our industry. e + e 

John J. Mara, §$ Questions Krugman's Lineup 


President, Boot and Shoe of Co-op Price Structure 
Workers’ Union, Boston. To the Editor: Mr. Krugman’s 
° ° e 


article on co-op advertising in the 
May 20 issue is a needed resume 
Art-Copy Pronouncement of a touchy advertising problem. 
To the Editor: Art sells and copy But won't you agree that he is 
doesn’t, according to Pierre Mar-| playing a numbers game in his 
tineau, research director of the example of how the change in 
Chicago Tribune (as reported by | handling of cooperative advertising 
AA in June 3 issue). funds can affect price structures? 
However, on Pages 54 and 55 of The distributor, in his example, 
the same issue, I notice a double-| originally paid $50 for a product 
spread ad by the Trib. Except for a| and required a gross selling profit 


THINKING SIDE-SADDLE? 


If you've been thinking side-saddle, wh 
not start some straight-shootin’, herd- 
ridin’, calculatin’. WBNS Radio listeners 
sit up and take notice .. . and they have 
$2,739,749,000 to spend. They and Pulse 
ee us first in any Monday-through- 
riday quarter-hour day or night. 
Ask John Blair. 


WBNS RADIO 


COLUMBUS, OHIO 
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of 20%. So he sold it to the dealer , 


for $62. Out of his margin of 20%, 
er $12, he contributed $2 to a co- 
op fund, leaving him $10 ...a 
16.1% margin. 

Now the 
to pay the distributor’s $2 so the 
cost to the distributor becomes $52. 
Here Mr. Krugman says that the 
distributor still needs a 20% 
markup, despite the fact that he 
has no co-op advertising cost. So, | 
he ups 
price to $65. 


the distributor’s selling | 


Let’s face it! While this may be | 
true academically, the distributor 
really only needs a 16.1% margin 
to make the same profit under the 
new co-op system. Therefore, the 
selling price is still $62 and his 
margin is 16.1%, but, his gross dol- 
lar margin is the same $10 bill! 

So, unless the volume of adver- 
tising per unit is increased, a 
change in method of administering 
co-op funds would, in all probabil- 
ity, have no effect on the retail 
price of a product. 

Charles H. Sapper, 

Branch Manager, Lando Ad- 


| Says It Isn't So 


manufacturer decides | 


|vertising as untruthful whenever | 
| the opportunity presents itself. 


vertising Agency, Erie, Pa. 
. * _ 


A First tor Television 


To the Editor: Thought you'd 
be interested to know that, for the 


Exclusine ! 
Tonight 6:30 p.m.— Mid-America News- 
reel—exclusive film documentary of the 
tornado produced by CHANNEL 5 and 
repeated by popular demand. 
Also watch State Trooper at 10:00 P. M. 


All on Channel 5 


} 
first time, a television channel has 


produced a tornado! 
Max Tullis, 
Chillicothe, Mo. 
. 7 . 


No Secret; Admen Invited 
to See Convertaplate Work 

To the Editor: Re: Variomat and 
Convertaplate. 

After reading your recent arti- 
cle, May 27 issue, I feel a little 
more information should be given. 

After discusssing it with several 
production men we at Revere 
would like to invite any advertis- 
ing or production men who want 
more information to visit our plant 
and see how the method works. 

It is no secret (weapon) and, 
furthermore there are no more 
secrets in the photoengraving busi- 
ness. As photoengravers (crafts- 
men) move from shop to shop for 
various reasons—no one shop can 
keep a method or operation secret, 
so we have never made an attempt 
at secrecy. 

This attachment which is need- 
ed for this operation is for sale 
on the open market. 

Again, we invite anyone in the 
advertising business to come in and 
see it in operation. 

Trusting this will help to clear 
up the current misunderstanding. 

Rudolph Koenig, 

President, Revere Photo En- 

graving Co., Chicago. 


‘Easy-to-Get Gift’ Ain't So, 
Trading Stamp Saver Finds 
To the Editor: I am a subscrib- 
er of ADVERTISING AGE and have 
followed with interest the various 
articles and letters regarding the 
Trading Stamp Nuisance. The en- 
closed copy of today’s letter to 
one of these companies may be of 
interest to your readers. 
Richard L. Kahn, 
Forest Hills, N. Y. 


Mr. Kahn had great difficulty | 


getting premiums shown in Stop 
and Save Trading Stamp Corp. 
catalog secured through Grand 
Union stores. After fruitlessly 
spending three hours and $1.35 in 
an effort to get a bath stool, he has 


consigned his gift catalog to the 
incinerator and advised his wife to| 
shop elsewhere. 


To the Editor: The Beacon Wax 
Co. has advertised that “bending 
from the back is bad for the heart.” 
A reputable doctor has told me that 
it is not. 

I’m going to expose this false ad- 


Hilda Swanson, 
East Natick, Mass, 
° . 

Few Are Called 
To the Editor: In the case of 
Weir vs. Ketchum, I guess you pays 
your money and takes your choice. 
ADVERTISING AGE is a fine circula- 
tion booster. My red and white 
corpuscles really get going when I 
read about such and such a survey, 
and the ridiculous claims made in 


its behalf. I’m listed in the phone 
book and I’ve yet to be the recipi- 
ent of a call from any pulse-taking | 


kind of communication The pamtic-. COMMUNICATE IDEAS, 


ular situation itself calls for.” 
} 


® One of the most effective fune- | Advertising is 
means 
rather a communication of ideas 
for the purpose of making sales.”. 


tions served by copywriters is the 
role of interpreter between pro- 
ducer and consumer by establish- 
ing a line of communication and 
ck, he said. 

ood copy, like good literature, 

r. Weir said, lies not so much 
at the writer’s skill as with the 
amount of himself the writer pro-| 
jects into his copy—‘the amount} 
which he is able to distill and cap | 
in verbal bottles.” | 
Kdvertising which reaches, the 


have been resounding “Yeas” to | 
listening to Caesar's 
“Nos” to Welk and Lucy. 


Hour and| 


Mildred Stagg, | 
Camera Tips, New York. | 
a o | 


e 
No Glamor Lett? 


To the Editor: I read your lead 


editorial (AA, May 13) with con- 
siderable interest. 


Webster’s Dictionary defines 


Trendex. If I had been there would | “glamor” thus: 


Certainly! 


vp of McCann-Erickson, told the 


the University of Michigan here | 
last week. 


large as they are today, advér- 
tisers and agencies cannot afford | 
to be wrong in assumptions of | 
what the advertising will do, he! 


main the agencies’ 


NOT SELF, ADMEN TOLD 


ANN Arsor, MicH., May 21— 
“not primarily a 


of self-expression but 


This is what Alton H. Ketchum, 


1957 Advertising Conference at 


With advertising budgets as 


‘1. Magic; a spell or charm. 2. 
Any association with an object or 
person, through which the object 
or person appears delusively glori- 
fied; a deceptive or _ enticing 
charm.” 

I’m not so sure newspapers are 
interested in this GLAMOR thing, 
a word in the media field devoted 
almost exclusively to tv. 

Why not just say newspapers re- 
unglamorous, 


83 


result-getting, work-horse type of 
advertising medium that it is, and 
let it go at that. 
Robert F. MacLeish, 
Manager, General Advertising 
Department, The Sentinel- 
Star, Orlando, Fla. 
Mr. MacLeish is right, but the 
same dictionary says the synonyms 
for “glamorous” are “alluring, 


| charming, fascinating.” 


SQUARE? 


. . » dealing, that is ! Adver- 
tising photography, film spots, 
slides, visual sales and 
training kits delivered when 
promised ! Full-time staff 
teamwork plus one-stop service 
(Art Director, photography, 
processing). Fair prices — fast 
action — no goofs. 


SEND FOR FREE “Foto- 
Facts” and Kileen “Kutie of 
the Month” 
kileen studios 
235 East Orchard Dept. 103 
Decatur, Ilinois 


It was there, in the ground, in the air and water. It 
always had been. There are no more “raw materials” 
today than there were when Rome ruled the world. 

The only thing new is knowledge . . . knowledge of how 
to get at and rearrange raw materials. Every invention 
of modern times was “available” to Rameses, Caesar, 


Charlemagne. 


In this sense, then, we have available today in existing 
raw materials the inventions that can make our lives 
longer, happier, and inconceivably easier. We need only 
knowledge to bring them into reality. 

Could there possibly be a better argument for the 
strengthening of our sources of knowledge—our colleges 
and universities? Can we possibly deny that the welfare, 


progress 


indeed the very fate—of our nation depends 


on the quality of knowledge generated and transmitted 
by these institutions of higher learning? 

It is almost unbelievable that a society such as ours, 
which has profited so vastly from an accelerated accumu- 
lation of knowledge, should allow anything to threaten 
the wellsprings of our learning. 


power in Caesar’s day? 


Yet this is the case 


The crisis that confronts our colleges today threatens 
to weaken seriously their ability to produce the kind of 
graduates who can assimilate and carry forward our 


rich heritage of learning. 


The crisis is composed of several elements: a salary 
scale that is driving away from teaching the kind of 
mind most qualified to teach; overcrowded classrooms; 
and a mounting pressure for enrollment that will double 


by 1967. 


In a very real sense our personal and national progress 


depends on our colleges. They must have our aid, 


- 


Help the colleges or universities of your choice. Help 
them plan for stronger faculties and expansion. The 
returns will be greater than you think. 


New York. 


If you want to know what the college 
crisis means to you, write for a free book- 
let to: HIGHER EDUCATION, Box 36, 
Times Square Station, New York 36, 


Keer IT SRIGHT 


Sponsored as a public service, in cooperation with the Council for Financial Aid to Education 
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Stations Get In-Store Promotions 
Packaged hy Feature Merchandising 


Cutcaco, June 11—As has hap-| kets. Feature Merchandising Inc., 
pened in other phases of sales pro- |headquartered in Chicago, has 
motion, the age of specialization| contracted to the stations—both 
may be arriving in the business of| radio and tv—to handle all their 
merchandising by radio and tv sta- | in-store promotions for advertisers 
tions—giving rise to a new kind of| qualified by the stations. 
independent merchandising agency This kind of organization (1) 


with which stations contract for| gives the advertiser a contract 
this work. | guarantee that the merchandising | 

One such agency already has| part of his time purchase package | 
been in business for more than| will be carried out thoroughly by | 
four years and now has a client/ specialists in the merchandising 
list of stations in 11 different mar-| field and (2) relieves the station | 
of the burden of in-store merchan- | 
|dising, which obviously is not 
| much akin to station operations. 


, That’s What Advertisers Reach in 


The Sporting News 


National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly 
With 98% Male Readership 
Largest Newsstand Sale of Any Sports Weekly 
Published Week/y Since 1886—70 Continuous Yeors 


Feature Merchandising and a for- 
mer agency man (the old Michell- 
Faust agency), got into this busi- 
ness back in 1935, when he ran a 
|show called “Feature Foods Pro- 
| gram” on WLS, Chicago. Merchan- | 
dising support was available only | 
to advertisers on that particular | 
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nation’s Capital 
one newspaper 
publishes more 
general advertising 
than the other 
two papers 
sl Combined 


The Washington Post 


AND TIMES HERALD 


390,000 daily circulation, 425,000 Sunday circulation 


REPRESENTED NATIONALLY BY: Sawyer, Ferguson, Walker Co.; 
The Hal Winter Co., Miami; Puck, 
The Comic Weekly, Joshua Powers 


Co., Ltd., London. 


program. 

Feature Merchandising Inc., as it 
now exists, came into being in 
1953, when Mr. Weld contracted to 
do the entire merchandising job 
for WRCV and WRCV-TV, Phila- 
delphia. He failed to sign up WLS, 
but WGN and WGN-TV, Chicago, 
became Feature Merchandising cli- 
ents in January, 1954. 


In addition to these, the agency | 
now has contracts with WITH, | 


Baltimore; WLEE and WXEX-TV, 
Richmond; WGH, Norfolk; WMBD, 
Peoria; KCMO and KCMO-TV, 
Kansas. City; KSTP and KSTP- 
TV, Minneapolis; WSPD and 


WSPD-TYV, Toledo, and WHO, Des | 


Moines (with merchandising 
throughout most of Iowa). 
The contract with the Philadel- 


|phia stations has just terminated,|the market an invitation to par- 
| but Feature Merchandising expects | ticipate in the store merchandising 


to sign another station there soon. 


is Lyman L. Weld, president of |The newest contract, just begun, is | 


with WSEE-TV, Erie, Pa. 


® The basic merchandising pack- 
age in the service is promotion for 
18 separate products over a 13- 
week period. During this period the 
service provides, for each of the 
products, these three services: 


e Special one-week displays— 
shelf extenders, sometimes dump 
or basket displays—in high volume 


| independent and local chain stores 


and also in national chain stores 
if it can be arranged. 


e Personally attended bargain bar 


|and a half week period for each 
product. 


= Cost of these services to the sta- 
tion for Plan 1 are $22,500 a year 
or $432.69 for a week. This comes 
to $24 for each week for each of 
18 products. Plan 2 costs $15,000 a 
year, or $288.46 a week, for a per 
product per week cost of $16, while | 


Plan 3 costs $11,000 a year or 
$211.54 a week, for a weekly prod- | 
uct cost of $11. For products in ad- 
dition to the basic 18 a separate | 
set of price figures is applied. | 

The radio and tv stations work | 
out their own minimum advertis- | 
ing volume to qualify advertisers 
| for the service. To satisfy the Rob- 
| inson-Patman Law, however, the 
| station must extend to all stores in 


| part of the operation. 
The station also pays all costs of 
selling the service to advertisers 
/and provides basic office space for 
the Feature Merchandising staff, 
which may number as many as 
| four. 
| One of Feature Merchandising’s 
|major accomplishments has been 
|winning the cooperation of store 
managements, particularly the big 
chains. Even though merchandis- 
jing stands to boost a store’s vol- 
ume, many store managers are 
| known to take a dim view of mer- 
|chandisers coming in and arrang- 
| ing their stock. 


Advertising Age, June 17, 1957 


merchandisers, she says, because 
(1) they are more careful about 
details, (2) they like to meet peo- 
ple more than men do, (3) they 
understand the shopper better and 
(4) they see their job as a career 
in itself and aren’t as interested as 
men would be in being promoted 
upward. 


® According to Mr. Weld, there 
are three major advantages in the 
kind of service his agency pro- 
vides. First, the station—hence the 
advertiser—gets a guarantee on the 
merchandising service. Second, the 
merchandising work is continuous 
and is a long-term operation. 
Third, the service can cover an 
entire market—chains, independ- 
ents and local store groups. 

As for expanding the service of 
his organization, however, Mr. 
Weld says, “We aren’t promoters. 
We have no desire to expand this 
service rapidly. In my present 
judgment,” he adds, “we will be 
unwise if we try to add more than 
three, or at the most four, markets 
in any year.” 

Reason for this caution, he says, 
is that “the success of Feature 
Merchandising is in the integrity 
of our service. We have to find the 
right merchandising director in 
each market, train her, establish 
our relationships with the stores 
and get our service well founded. .. 
Our greatest asset is our reputa- 
Fe 


promotions in high traffic inde- | ® Secret of this success, according| ® “Therefore,” he says, “we can't 
pendent and chain stores for two| to May Watkins, who heads the | look forward to Feature Merchan- 
(sometimes three) days in each| Chicago merchandising staff, is the | dising sweeping the radio-tyv in- 
store. All 18 products, if they are | extensive training of the personnel,| dustry if business should take a 
stocked, are in on the promotion | plus a friendship with the stores| down turn and everybody want a 


even if they are competitive. 


e Shelf merchandising and check- 
ing calls in the best independent 


| built up over the years. 


According to Miss Watkins, who 
has been doing this work since 
1937, all members of the merchan- 


quick life saver...We are inter- 
ested only in stations which have a 
long-range viewpoint, which be- 
lieve that an advertiser who is in- 


and chain stores (selected to reach qicing staff have a minimum of ten | vesting $10,000 to $100,000 a year 
aul D nuiesd of the market) bd in- | years in the field. They are wom-|in the medium is entitled to sup- 
crease visibility of products, to on who know their work well and| port at the point of purchase to 


place advertisers’ and Feature 


| Merchandising displays where per- 
| mitted and to gather data on shelf 


displays of competitive products 
by type, size, price and deal. 

The total service is available to 
stations under three different 
plans, Plan 1, involving 75 stores, 
50 days of personally attended 
bargain bar promotions and 200 
separate checking calls. The other 
two plans involve fewer stores, 
fewer promotion days and fewer 
‘hecking calls. 

In addition to these services, 
confidential reports on each prod- 
uct—the work done, shelf position 
and exposure, prices, and compar- 
ison with competition—are made 
to advertisers, covering each six 


Cascade's vast four-station network delivers 


unprecedented coverage in huge 


areas of three booming Northwest states. While each station enjoys the exclu- 
sivity and prestige of a single-station operation, the Cascade network delivers 
unporalleled saturation and domination throughout the entire region. All these 
unique factors combine to make Cascade one of the more importont television 
buys in the Nation—the BIGGEST in the West! 


MARKET DATA 
POPULATION 563,875 

(Urban 278,000, Rural 285,875) 
EFFECT. BUYING INCOME $981,563,000 
RETAIL SALES 657,655,000 
GEN. MERCHANDISE 60,135,000 
AUTOMOTIVE 116,239,000 
DRUGS 22,603,000 


Source, 1957 Survey of Buying Power 


KIMA-TV, Yakima, Wash. 
with Its Satellites 


Broadcasting Co. 


NATIONAL REP: WEED 


Sen 


OPORTLAND 


TELEVISION 


KEPR-TV KLEW-TV KBAS-TV 


enjoy it, she emphasizes. 
Women make the best in-store 


help 
that 


insure the resultfulness of 
investment.” + 


Have you made this important discovery 


--%6 give Managemint UF die 7 


You'll never find an audience more interested in what your 
management is doing, thinking and planning than the men 
who read Barron’s. They are the strongest link as you forge 
your corporate relations chain. Their endorsement gives your 
campaign twice the reach. They report to the entire financial 
community . .. and they are closely observed by the lay public 
as well. Information about your company is top-priority 
“news” to these influential Barron's readers—whether they 
learn about it from Barron's timely articles or from the 
valuable corporate advertisements that round out the invest- 


ment picture. 


Alert management can easily appreciate the part Barron’s 
plays. Barron's is the only weekly affiliated with the vast Dow 
Jones news service. Barron’s is the recognized and preferred* 
publication in the financial field. Your corporate relations 
program must start with Barron’s to get a running start. 


Get to the Financial Community | mas = 


wows BARRO 


.-. where advertising, too, is 


* Ask for the latest readership 
study among Security Analysts 
and Investment Bankers! 


CHICAGO 
711 W. Monroe St. 


388 Newbury St 


BARRONS 


Fire Things Fire 


75 Eighth St, N.E. 
Blanchard Nichols Osborn 
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Cimon Kids- < | 


LETS PLAY THE emannen | 
- SAFETY GAME” 


Om 
] 
iad 


_—— area 


CAMPAIGN FOR 
SAFETY — Coincid- 
ing with the close 
of schools, Allis- 
Chalmers Mfg. 
Co. will print 
this safety game 
as an ad in 35 
daily and weekly 
newspapers in its 
plant cities. The 
campaign is part 
of A-C’s five- 
year-old public 
service drive for 
child safety. In 
addition, 300,000 
copies of the 
game have been 
distributed to 
children in 16 
A-C plant cities. 


Bert S. Gittins 

Advertising, Mil- 
© Po shaper w mach PINES wim waukee, is the 
EERIE EAN aa Um AR AOE APR agency. 


People Think TV 
Commercials Are 
Better, Poll Finds 


New York, June 11—Television 
commercials are getting better. 

At least most of the people in- 
terviewed last month by Psycho- 
logical Corp. think so. This nation- 
wide tv study covered 1,250 men 
and women in the U.S. 

The respondents, according to 
Dr. Albert D. Freiberg, vp of the 
research company, volunteered 
such comments as: 


e Tv commercials are more inter- 
esting and explanatory. 


e They get the point over better 
and show products better. 


e They make use of a variety of 
approaches—including jingles, per- 
sonality sell, cartoons, humor and 
drama. 


® Despite the general commenda- 
tion given to tv salesmanship, 
there were also some complaints. 
For example: 


e Many sales pitches are repeated 
too frequently. 


e Some commercials are too talky 
and too long and too heavy on the 
“hard sell.” 


e Some of the commercials cut 
into the entertainment portion of 
tv at the wrong time. 


e Some advertisers “talk down” 
to viewers in their commercials. + 


Edward Kellogg Adds Oftice; 
Acquires Two Accounts 
Edward S. Kellogg Co., Los An- 
geles and Portland, Ore., has 
opened a Northern California of- 
fice at 899 American St., San Car- 
los. The agency has been appointed 
to handle advertising for two new 
accounts. They are the western di- 
vision of Local Loan Co., Los An- 
geles, and Cheminol Corp., Los 
Angeles manufacturer of O&R 
model hobby products. The Local 
Loan division concentrates in the 


broadcast and outdoor media in| 


20 western markets. Consumer and 
trade publications will be used 
for Cheminol, with emphasis on a 
toy race car model to be introduced 
this summer. 

Kellogg also has named Gordon 
M. Gumpertz, an account execu- 
tive with Hixson & Jorgensen for 
the past four years, an account su- 
pervisor in Los Angeles. 


Fabulous to Evans, McClure 


Evans, 


| Advertising Executives 


— with 373 (that’s 373!) sub- 
June 16-19. Newspaper Advertising Ex- scriptions among the owners 


| West, 
| Village, Honolulu. 


| Beach Hotel, Chicago. 


| Washington, D. C. 


| Assn., 


| Agency Network, annua! convention, San 


Plaza, New York. 


McClure & Associates, Starch Drops Discounts for 5 


San Francisco, has been appointed | 


Products Co., 


on a national scale. The product, 
a canned form of the Rockefeller 
diet, has been test marketed in 


California in 8-oz. cans under the| sary by 


label 


J. T. May, 
Lucky Stores Inc., is president. 


/to handle advertising for Fabulous continued quantity discounts for 
San Mateo, which | readership reports on Better Homes 
will soon market a reducing diet & Gardens, 
| Life, Look and Time. 


Fabulous Lady diet food.| The five magazines mentioned do 
Don B. Wood, Wood Canning Co.,| not aid in underwriting any 
Stockton, is chairman of the board|the costs involved. Standing or- 
of the new company, and Forrest! ders and orders received before 
former president of| July 1 will be billed at existing 


Coming 
Conventions 


*Indicates first listing in this column. 
June 16-18. New England Newspaper | 
Assn., summer 
meeting, Chatham Bars Inn, Chatham on 
Cape Cod, Mass. 

June 16-19. Poster Advertising Assn. of 


Huge excavation for rhrmrpen ht 
$100 million treatment plant 
and sewer project—biggest cur- 
rent job of its kind. EN-R 
provides powerful weekly adver- 
tising penetration of this project 


Alleghany County Sanitary Au- 

ority), planners (Metcalf & 

Eddy, consulting engineers) and 
19 major contractors. 


ecutives Assn., Grant Hotel, 
Island, Mich. 

June 19-21. American Marketing Assn., 
national convention, Hotel Statler, De- 
troit. 

June 19-22. Trans-America Advertising 


Mackinac 


Diego, Cal. 

June 21-22. Midwest Advertising Agen- 
cy Network, Bismark Hotel, Chicago 

June 21. Illinois Daily Newspaper Mar- 
kets, annual meeting, Pere Marquette 
Hotel, Peoria. 

June 24-28. Advertising Assn. of the 
54th annual convention, Hawatian 


June 28-30. Northwest Daily Press 
Assn., summer meeting, Madden Lodge, 
Gull Lake, Brainerd, Minn 

July 1-5. First Advertising Agency 
Group, annual conference, Hotel Plaza, 
San Francisco. 

July 4-7. National Assn. of Advertising 
Distributors, The Greenbrier, White Sul- 
phur Springs, W. Va. 

Aug. 15-16. Second annual circulation 
seminar for business papers, Edgewater 


Aug. 28-31. Affiliated Advertising 
Agencies Network, annual meeting, 
Jackson, Miss. 

Sept. 7-10. Mail Advertising Service 


Assn. International, Sheraton Park Hotel, 


Sept. 10-13. Direct Mail Advertising 
40th annual convention, Sheraton 
Park Hotel, Washington, D. C 

Sept. 11-13. International 
Assn., 2nd International Advertising 
Conference in Europe, at Scheveningen 
(The Hague), Netherlands 

Sept. 22-25. Second annual Newspaper 
ROP Color Conference, sponsored by 
American Assn. of Newspaper Repre- 
sentatives, Advertising Agency Produc- 
tion Men's Club of Chicago and the Art 
Directors’ Club of Chicago, Sheraton 
Hotel, Chicago. 

*Oct. 13-15. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 14-15. Agricultural Publishers Assn 
annual convention, Chicago Athletic Assn. 

*Oct. 16-18. Audit Bureau of Circula- 
tions, 43rd annual meeting, Drake Hotel, 
Chicago. 

Oct. 21-22. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, 
Jung Hotel, New Orleans. 

Nov. 11-13. Southern Newspaper Pub- 
lishers Assn., 54th annual convention, 
Boca Raton Hotel and Club, Boca Raton, 
Fila. 

Nov. 
tion, 


Advertising 


14. Advertising Research Founda- 
third annual conference, Hotel 


Daniel Starch & Staff has dis- 


Good Housekeeping, 
The move 
was made, Starch says, to avoid a 
general rate increase made neces- 
rising production costs. 


of 


discounts through December. 


In selling office stationery, machines and furniture . . . 


New on 100 E. 42nd St. 


bulk of all industry sales. 


The lines that the dealer stocks, the brand indoctrination of his 
sales people, the brands featured in his advertising, the brands 
selected for display — these are the ways brand sales are de- 
termined by 12,000 dealers who sel! commercial stationery, 
office furniture, machines and supplies 


OFFICE APPLIANCES alone delivers the most thorough and 
comprehensive coverage of these dealers who account for the 


OA and the OA Buyers Index sell office j 
products for over 500 leading manufac- | 
turers. They can do the job for you too! 
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OFFICE APPLIANCES 
600 W. Jackson Blivd., Chicago & 


@ Los Angeies 


64, 2633 Military pom 
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Gantner A.M. Moves to N.Y. 
Arnold McClay, advertising 
manager of Gantner of California, 
San Francisco, will transfer to 
New York late this summer to 
handle all Gantner advertising out 
of the company’s New York office, 
through Ogilvy, Benson and Ma- 
ther. Edith Skemp will continue to | 


operate out of Gantner’s San Fran- 
cisco office 
sae aad 
eB 4 any other 
tv station 
in Texas! | 


Channel 4 | 


ASK A On MAN 


Two Studios Garner 
Top Share of Art 
Awards in Milwaukee 


MILWAUKEE, June 11—Advertis- 


ing Art Studios and John Higgs | 


Studio were substantial winners in 


awards presented here last week | 


in the 4th annual exhibition of ad- 
vertising and editorial art spon- 
sored by the Art Directors Club of 
Milwaukee. 

From the 725 entries in the com- 
petition, first place awards in 22 
classifications were selected in 
judging by Bruce Beck, graphic de- 
sign director of Design Dynamics, 
Chicago; Fred Boulton, executive 


}art director, J. Walter Thompson, 


| Chicago, and John Amon, art di- 
rector, Needham, Louis & Brorby, 
| Chicago, and president of the Chi- 
‘cago Art Directors Club. 

The first prize winners, along 
with other selected entries, make 
up a 200-piece exhibit that is 


| showing at the Milwaukee Art In- 


include WJAC-TV 


if you want a schedule 


with a 


top “Hi-Q° 


43% 


PENNA. 


B% | gon 
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100% [58% 
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ee 100% 100% 
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a 97% ie, ‘y 
52% Seek 
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100% 
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~ Hi-0 ua atity —with 41 key counties in this 
Southwestern Pennsylvania Marketing Area 


Hi-Quality — in 20 of these 41 counties 
WJAC-TV reaches 80% to 100% of TV homes 


The one key to Pennsylvania’s 3rd TV Market 


OVER A MILLION TV HOMES... 
station that can deliver maximum coverage of this vital market- 
reaches into 63% 


ing area. WJAC-TV 
holds viewer preference with 


ARB study in the Johnstown-Altoona area alone shows WJAC-TV 
with 24 out of the 25 top night time shows 


thing to sell, 


Call your KAIZ mon 
for Fell information about 


in Southwestern Pennsylvania—showcase it on 
WJAC-TV—the station with that remarkable Hi-Q! 


and WJAC-TV is the one 


of these TV homes—and 
outstanding programming. Latest 


If you have some- 


+ Gime. 


SERVING MILLIONS FROM 
‘ ¥ ATOP THE ALLEGHENIES 


SAMPLES—Shown here are 
art contest sponsored by 


Milwaukee. The Schlitz piece 


stitute from June 10 to 30. 

First award winners in the 22 | 
classifications follow (all are in 
Milwaukee’ unless otherwise in- 
dicated): 


Magazine ads, color—Art direction and 
art, Advertising Art Studios; advertiser, | 
Wisconsin Conservation department, Madi- 
don Fisher, Appleton; art, Heiser Studios, 

Magazine ads, b&w—Art director, Gor- 
son; agency, Arthur Towell Inc., Madison 
Chicago; advertiser, Whiting Plover Paper 
Co., Stevens Point; agency, Brady Co., 
Appleton. 

Newspaper ads—Art director, Luc Le- 
Bond, Chicago; artist, Dave Broad; adver- 


tiser, AMI Inc., Grand Rapids, Mich.; 
agency, Edward H. Weiss & Co., Chicago 
Trade periodical ads—Art director, Orrin | 
E. Voigt; artist, Dave Broad; advertiser | 
and printer, W. A. Krueger Co 
Trade periodical ads, industrial—Art di- | 
rector and artist, A. P. Zoellick; adver- 


tiser, Louis Allis Co.; 
York. 

Display—Art director, Earl O6clstrom; 
artist, Matt Kastelic, John-Higgs Studios; 
advertiser, Jos. Schlitz Brewing Co.; dis- 
play producer, Frank Mayer & Associ- 
| ates. 

Magazine covers, record albums, book 
jackets, menus—Art director, Jay Conley, 
artist Norbert Janowiak, Wetzel Bros.; 
advertiser, Tripoli Country Club; printer, 
| Wetzel Bros. 

Folders, broadsides and cards—Art di- 
rector, Fred Terry; art, John Higgs Stu- 
dio; advertiser, Harnischfeger Corp.; agen- 
cy, Hoffman & York; printer, Wetzel 
Bros. 

Booklets and pamphiets—Art director, 
Ray Dennis; art, Advertising Art Studios; 
advertiser, Northwestern Mutual Life In- 
surance Co.; printer, E. F. Schmidt Co. 

Annual reports, ete.—-Art director, Ray 
Dennis; artist, Marshall Bailey; advertis- 


agency, Hoffman & 


|er, Wisconsin Bankshares Corp.; printer, 
E. F. Schmidt Co. 
Stationery—Art director, artist and ad- 


vertiser, Joseph Henry Sweeney. 
24-sheet posters, car cards—Art direc- 
tor, Gordon Fisher, Appleton; artist, Keith 


Green, Appleton; advertiser, Wisconsin 
| Public Service Corp., Green Bay; agency, 
Brady Co., Appleton 


Wall posters, wall charts, window hang- 
|ers, calendars—Art director, Ray Dennis; 
art, Advertising Art Studios; advertiser 
and printer, E. F. Schmidt Co. 

Typographic layout (any media in which 
typography is dominant)—Art director, 
Ray Dennis; art, Advertising Art Studios; 
advertiser, Girdler Co., Louisville; printer, 
E. F. Schmidt Co 

Flip charts and sales manuals—Art di- 


rector, Morton Goldsholl, Chicago; artist, 
Fred Nomewa, Chicago; advertiser, Kim- 
berly-Clark Corp., Neenah, Wis.; display 
producer, Frank Mayer & Associates. 
General illustration, three or more col- 
ors—Art director, C. A. Mathisson; artist, 
Leslie Gill, New York; advertiser, Miller 


Mathisson & As- 


Brewing Co.; 
sociates. 
General illustration, two colors—Art di- 
rector, Ray Dennis; 
Studios; advertiser, 


agency, 


art, Advertising Art| 
Northwestern Mutual | 


two of the winners in the 
the Art Directors Club of Corp.’s 
(left) 
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humorous illustration classification. 
“thoughtful” piece won in 
broadsides and cards category. 


Harnischfeger 
the folders, 
the 


won in 


Life Insurance Co.; printer, E. F. Schmidt 
Co. 

General illustration b&w—Art director, Briggs Mfg. Co., Warren, Mich., 
—— Smith; advertiser, maker of bathroom and kitchen 

Humorous illustration, three or more| fixtures, has started a cooperative 
eolors—Art director, Al Jacobs; artist, lad program written and coordinat- 
Mat Kastelic, John Higgs Studios; Ad- ed by its agency, MacManus, John 
vertiser, Jos. Schlitz Brewing Co. - - 

Cover art—Art direction, John Higas | & Adams, Bloomfield Hills. All 
Studio; artist, Jack Smith; advertiser, | tear sheets and applications for 
Miller Brewing Co. : . - . 

Poster and display art—Art director, payment will be screened through 

the agency, which will also han- 
dle all billing and payment. 


Briggs Starts Co-op Drive 


Earl Oelstrom; art, Bercker Studios; ad- 
vertiser, Jos. Schlitz Brewing Co 
Editorial art, three or more colors- 


Art director, Hermann Kessler, New York; | F P 
artist, Tom Rost; advertiser, Field &| Jackson Joins ‘Fisherman 
Stream, New York. # B. H. R. Jackson, formerly busi- 


ness manager of Viyella shirts, 
has joined the Fisherman, New 
York, as advertising manager in 


Mackey to ‘House Beautiful’ 
J. E. Mackey, formerly with 


| Fortnight, has joined the New York | charge of New England and Can- 


sales staff of House Beautiful. |ada. 


SS 


AIM FOR THE MOON 


PERFECT ENGRAVINGS ARE YOUR BEST 
AMMUNITION WHEN SHOOTING FOR THE MOON. 
USE DOT ENGRAVERS FOR THE VERY BEST. 
COLOR AND BLACK AND WHITE. 


Dil Engravers, Ine. 


CHICAGO 7 
STATE 2-5367 


600 W. VAN BUREN ST. 
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Ad Business to Hit $10.5 Billion | 


| 


Level This Year, Ganger Tells AFA ~ 


(Continued from Page 1) 
show barker treatment in the 
headline. Then you gave them the 
hard sell once you got them in- 
side the tent. This was the body 
copy. The text was just loaded 
with copy points.” 

Today, he said, it is “The Image, 
the Brand and the Whirling Con- 
sumer.” 


s “The pharmaceutical industry 
is changing the nation’s health pic- 
ture,” Dorothy Noyes declared at 
the opening session of the conven- 
tion. 

Miss Noyes, vp and treasurer of 
Noyes & Sproul, New York agency 
specializing in pharmaceutical ad- 
vertising, was named the “Adver- 
tising Woman of the Year” by the 
AFA. 


“The change is so rapid,” Miss | 


Noyes stated, “that the doctor him- 
self gets dizzy trying to keep up 
with all the valuable new drugs. 
He’s afraid his patients will read 
about something in Ladies’ Home 
Journal or Time or Reader’s Digest 
before he hears of it through pro- 
fessional channels. He needs phar- 
maceutical advertising.” 

The award was presented to Miss 
Noyes by Mary E. Busch, vp of 
Emery Advertising Corp., 
more, and a director of the AFA. 


® The only other suest speaker at 
the brunch session was W. G. 
(Bill) Power, advertising manager 
of Chevrolet. 

Speaking on “The Greatest Sale 
in the World,” Mr. Power recalled 
the time, 29 years ago, when Chev- 
rolet decided to make the switch 
from four to six-cylinder cars. 

“It was a radical move,” Mr. 
Power said, “and we had to prepare 
a get-rid-of-them campaign. I 
mean, get rid of the four-cylinder 
cars that the dealers were loaded 
with. 

“It was easy for us to sit back 
and give them advice on how to 
sell them, but I was determined to 
carry this a step further. 1 wanted 
to know if we could sell them. 


Balti- 
| 


\‘And Jesus went about all Galilee, 
teaching in their synagogues, and 
preaching the gospel] of the king- 
dom, and healing all manner of 
sickness, and all manner of disease 
among the people.’ 

“That was the idea I was looking 
for, except that I interpreted this 
to be a type of community plan 
of selling. I then took my staff of 
10 men and assigned each to one-| 
jtenth of the territory we had to| 
|cover, and made them responsible | 
for their respective segments.” 


s “We are deeply concerned with 


| the problems of how to make ad-| 


| vertising better, and how to make | 


advertising better understood back 

| home,” Warner R. Moore, president 
of Outdoor Advertising Inc., told | 
the AFA. “We hope our convention 
program will enable us to reach a 
new ‘plateau’ of strength and un- 
derstanding for the achievement of 
our goals.” 

Mr. Moore, chairman of the con- 
vention program, in delivering the 
welcoming address, pointed out 
that the program was arranged so 
that the business sessions would be 
held in the mornings, leaving the 
afternoons free for relaxation and 
entertainment. 

“I don’t think one could find a 
better, a more appropriate conven- 
tion theme than the one based on 


the AFA initials, and chosen for 
this year: ‘Advertising Fortifies 
America.’ I like it because it gives 
us a most effective advertising ap- 
peal, so necessary for dealing with 
the most urgent problem facing 
the advertising men and women 
of this country today. 

“And that is the need to do a 
vastly better selling job for ad- 
vertising with the general public; 
the need to establish advertising | 
in the public mind as one of our 
indispensable economic resources; 
the need to create an understand- 
ing of the interlocking importance 
of all our advertising media in the 
construction of our social and eco- 
nomic structure.” 


“One night I was in my hotel | 


room, trying to figure out a sales 
campaign. I tried to fall asleep, but 
it was impossible. The next morn- 
ing I had to deliver a 20-minute 
sales talk to start this campaign. 


® AFAers heard a spirited defense 
and encomium of magazines from 
John P. Cunningham, president 
and chairman of the board of Cun- 


CLAUDE HOPKINS, who 


was associated for many years 
with Lord & Thomas, Chicago, 
predecessor of Foote, Cone & Beld- 
ing. He was the author of two 
books, “My Life in Advertising” 
and “Scientific Advertising.” 


died in 1932, HERBERT HOUSTON, who died in 1955, | for Democracy.” 


at one time was president of the 
Associated Advertising Clubs of 
the World, predecessor organiza- 
tion of the present AFA. He also 
was instrumental in founding the 
New York Better Business Bureau. 


—financially, in circulation and in 
advertising. 
2. “They have a dominance in 


|total numbers beyond any other | 


medium. 

3. “They have a ‘reader-devo- 
tion’ that is unsurpassed by any 
other medium. 


s 4. “They provide a selectivity of 
readers by various interests beyond 
other media. 

5. “Magazines offer advertisers a 
permanent ‘national show window’ 
in which to offer their goods. It’s 
always there—as opposed to broad- 
casting. | 

6. “They have an influence on 
our daily living habits—I believe— | 
beyond other media.” 

Mr. Cunningham predicted total 
magazine circulation will more} 
than double by 1957. He based his | 
prediction on increased leisure, 
accelerating population increase, 
national economic growth and, 
“most important of all,” advance- 
ment in education. 


s Robert M. Feemster, chairman 
of the executive committee of the 
Wall Street 
Jones, New York, was elected 
chairman of AFA. 


nett Co.; Clair Henderson, general 
manager, Rippey, Henderson, 
Bucknum & Co., Denver; R. E. 
Daiger, exec vp, VanSant, Dugdale 


|& Co., Baltimore; Ben R. Denald- 


son, director, institutional adver- 
tising, Ford Motor Co.; James S. 
Fish, vp, General Mills; Robert E. 
MacNeal, president, Curtis Pub- 


lishing Co.; Grant Stone, advertis- | 


ing director, the Cleveland Press; 
Melvin S. Hattwick, director of 
advertising, Continental Oil Co., 
Houston, and Ray Lee, advertising 
manager, Fort Worth Star-Tele- 
gram. 


® Though the opening day brunch 
session was taken over by the AFA 
Council on Women's Advertising 
Clubs, two men came in for “sur- 
prises.” 


Taking over the podium, C. 


Leonard Shaw, of the Norton Co., | 


called on Elon G. Borton, outgoing 
president and general manager of 
AFA, to step forward. 

“As a token of appreciation from 
the members of the Advertising 
Federation of America,” said Mr. 
Shaw, “I am happy to present you 


$3,105. 
Also from the AFA came a 


87 


of Fort Worth. 

The other surprised delegate was 
Ford Motor’s Mr. Donaldson, who 
received an award from the Wom- 
len’s Advertising Club of Detroit 
| for his contributions to the indus- 
j try. 


|}@ The $500 first prize in AFA’s 
national essay contest was won by 
Jackie Lee Gill, 18, a senior at 
| Ramsay High School, Birmingham, 
| Ala. 
| The contest 
was open to high 
school students 
who wrote on the 
subject, “Adver- 
tising—a force 


The presenta- 
| tion to Miss Gill 
|\was made by 
| William A. Hart, 
| president of the 
Advertising Re- 
search Founda- 
tion and former director of adver- 
| tising of E. 1. du Pont de Nemours 
| & Co. 
| Second prize of $200 went to 
Anne Shallenburger, 16, a junior 
at Broad Ripple High School, In- 
dianapolis, and the third prize of 
$100 was won by Judy O’Calla- 
jghan, a senior at Waite High 
| School, Toledo. 

The judges were A. Edward Mil- 
ler, assistant publisher, Life; Pro- 
fessor Walter A. Gaw, school of 
business, College of the City of 
New York; Erwin D. Canham, edi- 
tor, the Christian Science Monitor; 
Warner S. Shelly, president, N. 
|W. Ayer & Son, and Mary Mar- 
garet McBride, author and com- 
| mentator. 


Jackie Gill 


|@ Claude C. Hopkins and Herbert 
|S. Houston were named to the 
Advertising Hall of Fame. 

The citations were read by Rob- 
ert M. Gray, manager of advertis- 
ing-sales promotion, Esso Stand- 
ard Oil Co., New York, who 
presented the plaques to represen- 
tatives of the families of these two 
men. 


Journal and Dow | with this check.” The check was for|@ Ken E. Johnson, vp, Kansas 


{State Bank, Wichita, was elected 
|chairman of the Council on Ad- 


Other newly elected officers are| scrapbook and a lantern clock. | vertising Clubs. 


James S. Fish, vp and advertising 
director, General Mills, vice-chair- 
man; C. James Proud, assistant to 
the president of AFA, president 
and general manager; Ralph Win- 


These were followed by a scroll 


from the American Newspaper 
Publishers Assn.; a_ certificate 
from the Magazine Advertising 


Bureau; a Paul Revere bow] from 


jningham & Walsh, New York. 

| Noting that the value of maga- 
s “Looking around for some read- zines had been “under-empha- 
ing material, I saw the Bible. I|sized” lately—‘“for a decade or 
picked it up and began thumbing |two”—Mr. Cunningham ticked off 
through the pages until I came to six points in favor of magazines. 


slow, vp and manager, marketing the Outdoor Advertising Assn.; 
department, Koppers Co., treasurer, another Paul Revere bowl from the 
and Loretto J. Fox, public relations Premium Advertising Assn. of 
manager, Falk Co., secretary. America; a silver cigaret box from 

the Advertising Specialty National 


the book of Matthew. I came to: 


Noyes 


SNAPS—At the left, the Advertising Woman of the Year award is presented to Dorothy 
Noyes, Noyes & Sproul, New York, by Mary E. Busch, Emery Advertising Corp., 
Baltimore, at ceremonies during the Advertising Federation of America’s 53rd an- 
nual convention in Miami Beach. Head table 


meeting conducted by the AFA 


1. “They are stronger than ever 


Busch 


delegates (center) 
council on women’s advertising 


clubs are 


# On the board of directors: Leo 
Burnett, board chairman, Leo Bur- 


Greenaway 


at the brunch 
Paul R. 


Donaldson 


Assn., and an honorary life mem- 
bership from the Advertising Club 


Power 


Hazzord 


The two new council vice-chair- 
men elected were George W. Head, 
advertising manager and sales pro- 
motion, National Cash Register 
Co., Dayton, and Professor Royal 
H. Ray, chairman, department of 
|advertising, Florida State Univer- 
sity, Tallahassee. 

By virtue of these elections, Mr. 
Johnson, Mr. Head and Prof. Ray 
automatically become vps of the 
Advertising Federation of America. 


Greenaway, president of the Advertising Club of Greater Miami; Ben R. Donaldson, 
AFA chairman, and W. G. “Bill” Power, Chevrolet advertising manager. At right, 
Elon G. Borton, retiring president and general manager of AFA, expresses his thanks 


to members for the many gifts, while Genevieve Hazzard, Campbell-Ewald Co., 
and AFA vp, applauds. 
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THe ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 


counts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING DEC. 


HELP WANTED 


31, 1956 


36,916 


HELP WANTED 


UNUSUAL OPPORTUNITY 
FOR NIGHT STUDENT OF 
ADVERTISING 

We are looking for an advertising ‘‘train- 
ee” a young man who is ambitious 
enough to work during the day and study 
advertising at night. His present job does 
not need to be in advertising, but this 
should be his ultimate goal. 

To this young man, we offer an un- 
usual opportunity to learn almost every 
phase of advertising and promotion. He 
will work closely with a top-notch six 
man ad team in the New York headquar- 
ters of a triple-A company, manufactur- 
ing both consumer and industrial prod- | 
ucts. 

We offer a fair starting pay, and an op- 

portunity to advance, plus good working 

conditions and employee benefits. The 

young man selected will be our only | 

“trainee”. | 

Tell us about yourself. . . briefly. 
Box 9669, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. | 
MOLENE 

‘ Public Relations | 


Editors 
Copy writers .. 4 Advtg. Managers 
Artists ....Media ...... Production ..... Service 
“all is grist which comes to our mill” 
Andover 3 4424-105 W. Adams St.-Chgo. 3 
ADVERTISING Space Salesman. This 
opening is an exceptional opportunity for 
an experienced man who has been sell- 
ing markets and publications to Midwest | 
advertisers and agencies. Prefer man in 
his thirties. Salary commensurate with 
experience plus Profit Sharing, Retire- 
ment and other benefits. Good starting 
salary and early advancement for a man 
who can successfully sell our multi-mil- 
lion Youth Market with Adult Buying 
Power that can be effectively cuitivated 
only through the publications we ex- 
pressly publish for the armed forces all 
over the world. Please submit resume 
stating age, education, employment his- 
tory and when available. Replies will be | 
held in strictest confidence. | 
Box 9672, ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Illinois 
Long established educational magazine 
wants advertising representative for Chi- 
cago office. Position offers future man- 
agerial responsibilities. Prefer age 30-50. 
Send resume. Our staff knows of this 
advertisement. 
Box 9671, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St., Ha 7-1991 Chicage 
PLANNING - COPY ~- PRODUCTION 
If you are between the ages of 28 and 38 
and have a record of success in planning, 
writing and producing material reaching 
one or more of these fields: 
Hardware Seed 
Feed Implement 
Garden Supply Farm Supply 
THIS could be your big opportunity! You 
can become a member of the advertising 
team of one of the leading manufacturers 
of sprayers and dusters, poultry, live- 
stock and barn equipment. You will be 
working on direct mail, catalogs, point- 
of-sale material and help in the planning 
and production of merchandising pro- 
grams 
If you believe you can qualify, outline 
your experience, age and earning record 
with a recent clear photograph to: R. O. 
Geuther, Advertising Manager, H. D. 
Hudson Manufacturing Company, 58 East 
Illinois Street, Chicage 11, Ilinois. 
All replies held in absolute confidence. 


ACCOUNT EXECUTIVE 

$12,000-$15,000 

4-A Midwest agency seeks man with 

solid B/G in major appliances. Must be 

strong in plans and creative phases. 

if qualified ontact me in confidence 
GEORGE E. PYLKAS 

Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 
220 S. State St. e Chicago « WA 2-4800 


MEDICAL, PHARMACEUTICAL, 
PROFESSIONAL PUBLISHERS! 
Leading Eastern publisher's representa- 
tive in medical and allied fields available 

in time for big fall push 

Just completea highiy successful launch- 
ing of unique new medical magazine 
Gross billing in first year will top $750,- 
000. Personally sold over 90% of this 
total 
Outstanding record in medical, several 
other fields. Present publishers can be 
referred to f references 

If your publication has real growth pos- 
sibilities, and your Eastern volume is not 
what it should be, I can do a high- 
quality sales job for you, including, if 
desired, sales promotion 

Box 637 ADVERTISING AGE 


480 Lexington Ave New York 17, N.Y 


| record 


ADVERTISING ASSISTANT 
Want a job with scope—plus 
tion in all aspects of professional, main- 
line advertising? Advertising manager 
with 2% million-plus budget needs capa- 
ble young assistant to take on responsi- 
bilities in national and coop program. 
Qualifications? Intelligence and ability 
to handle people are requisites—length 
and type of experience are flexible. Un- 
der 30, married, and aware that the $6000 
bracket is a comfortable one in a pleas- 
ant college community two train-hours 
from Chicago. Send resume to: 

Box 9673, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


| SPACE SALESMAN - Cleveland Area - 


For Trade Publication. Excel. opr. for 
right man with car. Salary, Commission 
and expenses. Call Mr. Edward Sherby, 
Hollenden Hotel, Week beginning June 6- 
17th. 

Box 9670, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 

Publishers Employment Agency 

469 E. Ohio St., Chgo. Su 7-2255 
ASSISTANT ADVERTISING MANAGER 
Challenging opportunity for a young man 
with advertising background and knowl- 
edge of production. Some experience in 
the food field or retail sales desirable. 
An aggressive person can grow into a 
position of responsibility with our com- 
pany. Include age, experience and salary 
requirements in resume 

Box 9674, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


participa- | 


POSITIONS WANTED 


REPRESENTATIVES WANTED 


SPACE SALESMAN, Detroit area. Expe- 
rienced, successful. Chicago area man 
would like to relocate. Married, age 39. 
Resume on request. 
ox 9404, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CREATIVE MARKET RESEARCHER 
seeks opportunity with agency or man- 
ufacturer. 5 yrs. experience with top 
agencies in copy and consumer area. Di- 
versified product experience; very strong 
on package goods. Age 29, single. Res- 
ume available. 
Box 9685, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
Copywriter or General Advertising—Over 
5 years experience. Send for my free book- 
let “Have Talent, Will Travel” today! 
Box 9686, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
INDUSTRIAL ADVERTISING - P.R. 
Presently one-man department for large 
military electronics engineering company. 
Copy, trade show, media, brochures, bul- 
letin experience. PR-minded with know- 
how. Idea developer and doer. Agency 
or company position wanted. Family man. 
$10,000. 
Box 9684, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
CREATIVE LAYOUT ARTIST 
Looking for a future. 9 yrs. experience in 
adv., direct mail, sales prom. & prod. 
Prefer to relocate in mid-west. 
Box 9683, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISEMENT WRITER 
2 years space and promotional copy for 
appliance manufacturer. 
1% years publicity and house publication 
for management association. 


vertising layout and copy, editing, report- 
ing and feature writing. 

Desires New York agency in 5 to 20 mil- 
lion billing category. For resume, write to 
Box 9682, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
NEED A REP, MR. PUBLISHER? 
Experienced advertising representative 
| with excellent selling record in Ohio, De- 
| troit, Pittsburgh can represent 

| publication with a potential 
| Box 9678, ADVERTISING AGE 
| 200 E. Mlinois St., Chicago 11, Illinois 


ADVERTISING SPACE SALESMAN 
20 year old publishing company with out- 
standing recent growth pattern desires 
unusually productive salesman for varied 
group of trade and consumer publica- 
tions. The right man, can create an un- 
limited growth situation for himself. If 


qualified, write background and experi-| 


ence, along with salary requirements. 

Box 9675, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ARE YOU THIS ADVERTISING MAN? 
Are you tired of struggling as a “one- 
man” agency? Would you like to have 
less high-pressure work, get adequate 
assistance and yet have more money for 
yourself? Michigan Ave advertising agen- 
cy having full recognition and ample 
finances would like to hear from man 


who can produce top-credit accounts bill- | 
ing $50,000 or more. Write in detail giv- | 


ing personal and business history. Be 
specific as to what you have to offer, and 
state compensation expected. Your letter 
will be treated in confidence. Address: 
Box 9676, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ACCOUNT EXECUTIVE 

Interested in Agricultural Advertising? 
. . » Come to the heart of the agriculture 
-Des Moines. Good City, good school, 
good down to earth people. We're look- 
ing for an agricultural man to head our 
ag department. Marketing, merchandis- 
ing planning. Prefer feed, seed corn, 
farm equipment background. This is a 
real opportunity for the right man. Write 
Cary-Hill, Inc. 2213 Grand Avenue, Des 
Moines 12, lowa. 


Top Flerida Newspaper and Magazine 
Representative needs experienced space 
salesman. Must be aggressive and have 
ability to follow through. Good starting 
salary with great opportunity 
vancement. Starting immediately. Send 
complete resume including present po- 
sition, 


Box 9677, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


for ad-| 


salary desired and complete sales | 


Somewhere east of 
Laramie* there's a 


COPYWRITER 


who sparks ideas, concentrates them 
into attention-compelling headlines, 
and turns out really polished copy, 
whether it’s for a national ad or an 
invoice stuffer. If you're our man 
you'll have a good graphic sense, be 
well organized, and have at least four 
or five years’ ad agency or ad depart- 
ment experience. Follow this one up, 
it could be good—if you are! Phone 
Creative Director, DElaware 7-6367 
(that’s Chicago) or write: 
Box 633, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ilinois 


* Or possibly wes 


| MERCHANDISING—SALES PROM. 
| Experience (16 years) available to NY 
Agcy, Consum. or Trade Mag. Sound, 


| capable creative worker, fine team man, | 

excellent speaker, organizer, administrator. 
Box 9681, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 

PROMOTION: Versatile man experienced 

|in ad writing, market and consumer re- 


| 
| 
| 


search, layout, production. Now em- 
ployed NY area (17 years) desires change 
before Sept. 

Box 9679, ADVERTISING AGE 
| 480 Lexington Ave., New York 17, N. Y. 

ADVERTISING PRODUCTION 
MANAGER 

| 4A agency experience in all print media. 
Comprehensive prior experience com- 
mercial printing production and super- 
vision. Prefer West or South 

Box 9680, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. ¥ 


| HERE’S THE RIGHT SLOT 
FOR THE RIGHT MAN! 
Fully accredited Iowa agency has opening 
for an experienced Radio-TV director 
| Must be able to create top-grade copy 
| with a powerful selling punch, supervise 
station production and service accounts 
| Some agency experience desirable, but 
| initiative is a ‘must You will have 
complete charge of radio-tv operations 
of this growing agency and be given full- 
creative rein. If you feel stymied in your 
| present position and are looking for a 
| chance to show what you can really pro- 
| duce, here's your chance. Salary $5,000 
to $6,000 with generous profit sharing 
| plan Send complete background and 
| availability date. Box 631, ADVERTISING 
GE. 200 E. Illinois St.. Chicago 11, Ill 
| 


MOONING OVER MIAMI 


| Highly creative copy and layout man, ten 
years with one of nation’s largest dailies, 
wants to exchange his talents for some 
of that Miami sunshine plus reasonable 
remuneration. Experience includes con- 
siderable client-contact, a great deal of 
production, some finished art. For de- 
tailed resume, write to: Box 630, ADVER- 
TISING AGE, 480 Lexington Ave., New 
York 17, N. ¥ 


2% years newspaper work; including ad- | 


| Successful one-man midwest agency, for 
| quick cash sale. 


another | 


| ew Method of Full Color Printing With | 
Transparent Inks. Low Cost-Beautiful Col- 
or-Fast Service. Short run catalogues our 
specialty. Skokie Colorgraph, Inc. Morton 
| Grove, Til. @Rchard 4-7400—Representa- 
tives Wanted 
ADV. REPS. WANTED 
For all areas for 2 top grade trade mags 
|} serving retail lumber & Bidg. mati. in-| 
| dustry. Send all details, states covered, | 
etc., to: | 
| NORTHWESTERN LUMBERMENS ASSN. | 
| 1018 - 4th Ave., So. Minneapolis, Minn. | 
REPRESENTATIVES AVAILABLE | 
SUCCESSFUL SPACE SALESMAN 
starting own representative agency ... 
Should your publication be getting more 
business from the NY-Phila area? Let's 
get together 
Box 9687, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
BUSINESS OPPORTUNITIES 
Rural suburbia is worth going after 
Test it now in Sanders’ Genesee Valley 
publications, Geneseo, New York 
SMALL LASALLE 8ST. MKT. RES. AG. 
wants working arrangement with ad agcy 
Box 9689, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
TIRED OF GOING IT ALONE? 
If business you control is controlling you | 
and peace of mind is just a sometimes | 


thing, we may be your aspirin tablet. 
We're a dynamic, creative, small agency 
with full facilities that can be placed at 
|your disposal very advantageously. You 
jneed help We need business. Let's get 
| together. 

| Box 9688, ADVERTISING AGE 
2c0 E. Illinois St., Chicago 11, Illinois 


pas SACRIFICING 


Box 9690, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 
Premium and Advertising Merchandise 
manufactured in Germany. Interested in 
the new and different at low cost? Write 
specifying use and price range te Herbert 
Epstein, 1709 East 55th Street, Chicago 15, 


Our 46th Year 
WRITER-SUPERVISOR, agency 
AE, grocery products 
AE, financial experience 
ASST. A.E., food 
COPY. Potential $20,000 

man in need of opportunity, 
to grow up to it. Food siom 
ASST. ADV. MGR. Young to S™M 


GLADER CORPORATION 
“The Agency's Agcncy’’ 

Don Harris, Dir. Adv 

110 S. Dearborn CE 6-5353 


to $17M 
$i15M 
$i2M 
$10-12M 


Div 
Chicago 


Small, independently-owned 

Business Publication 

available for outright purchase. 
Regional, with national possibilities. 
Can be adapted for as test- 
marketing facility. Established repu- 
tation, expanding market & ge0- 
graphical location makes this an 
unusual, flexible, self-supporting op- 
portunity 

Principals only. 


Box 636 Advertising Age 
480 Lexington Ave New York 17, N. ¥ 


COMMERCIAL ARTIST 
WANTED 


National industrial magazine in 
Chicago needs part-time artist 
to make up ad layouts and fin- 
ished art. Some editorial art 
work. Give full details on ex- 
perience, rates charged. Include 
samples of work. Replies in 
confidence. 


Box 639 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


11, IMlinois. 


TOP-FLIGHT 
RADIO-TV WRITER-PRODUCER 
Sharp, intelligent young writer with 6-years agency experience, seekin 
agency association. Presently employed by national agency as Radio-TV 
Air credits in food, beverage, appliance and tobacco categories. Capable of 
coordinating all phases of commercial creation and production. Detailed resume 
and samples on request. Box 634 Advertising Age, 200 E. Illinois St., Chicago 


new 
riter. 


ADVERTISING 
SALESMAN WANTED 
Fast growing Chicago in- 
dustrial magazine with na- 
tional circulation has opening 


newsreels 


Fred (Red) Felbinger 
Evanston, Illinois « 


WHY NOT HAVE AN EXPERIENCED NEWSREEL CAMERAMAN 
DO YOUR TV AND THEATRICAL FILM HANDOUTS? 


The trend among advertising agencies, public relations men, and advertising depart- 
ments of industry today is to produce their own film stories announcing new products 
or services and then providing prints direct to TV station newsrooms and theatiical 


| am a top cameraman, now freelance, having spent 30 years as Midwest Bureau 
Manager and cameraman for Paramount News. Rate tops as an idea man with full 
knowledge of documentary story-telling and sp 
which will give your story a fast tempo and zippy presentation. 
Let me shoot your film yarn. I'll handie the job from the original idea to the final 
editing, giving your story the news angle it needs to crack top TV and newsreel! media 
35mm or 16mm, it makes no difference to me. 


« 740 Hinman Avenue 


jalizing in newsreel type of coverage 


for alert, intelligent man with 
potential to become sales 
manager. Must be more than 
just a salesman; have ability 
to analyze advertising needs 
of prospects and develop ads 
and promotion material that 
will sell. Territory: Midwest. 
Salary and profit sharing. 
Give full details including 
experience, accomplishments. 
Replies in confidence. 


Box 638 
ADVERTISING AGE 
200 E. Illinois St. 
Chicago 11, Illinois 


Phone: DAvis 8-1579 


WE'RE EXPANDING! 
Need an 
Advertising Manager 


Our growing business needs 
alert young man for direct mail, 
layout, copy and liaison with 
advertising agency. Top oppor- 
tunity to work closely with major 
executives in a job with good 
short and long range future. 
Ask for: 


$10,000 REWARD 


Somewhere there are a few sales- 
men with abilities as unique as 
this thumbprint. Dissatisfied where 
they are, they seek the challenge 
of a $10,000 to $20,000 sales oppor- 
tunity. We are over 50 years old, 
highly rated and the leaders in the 
fields of human relations training 
and sales building. We have a few 
protected territories where out- 
standing men can find themselves 
and realize their true earnings 
potential selling our services to top 
executives. All replies held in strict 
confidence. Write J. H. Mathias for 
details. 


THE STEVENS-DAVIS CO. 
600 W. Jackson Bivd., Chicago, Ill. 
ACCOUNT MAN 
Young, aggressive agency with solid 
backgroun seeks well seasoned, all 
around man presently controlling $50,000 
to $100,000 billings. Can offer base salary 
lus fair share of profits with an oppor- 
unity to be an important, integral part 
of business. Write: Box 635, Advertising 
Age. 200 €E. Illinois St., Chicago 11, 

Ilinois 


COPY SUPERVISOR 
WEST COAST LOCATION 


One of the nation’s best known 
agencies has a top creative spot 
open in a location renowned for 
delightful living. 

This job requires maturity yet 
liveness, leadership, and coopera- 
tive spirit, plus high creativity. 
Must be real capable in both 
print and TV. Must be construc- 
tive not only in the copy depart- 
ment, but in the agency as a 
whole. Must be respected and 
liked by the clients. 

Write details of background 
and salary requirement to: 

Box 640 ADVERTISING AGE 
480 Lexington Ave., N.Y. 17, N.Y. 


The Midwest's 
outstanding placement 
service for Adv.-Art & 

allied fields. 

By appointment enly 
59 E. MADISON « SUITE 1417 
CHICAGO 2, ILL. 
CEntrel 6-5670 


ADVERTISING MANAGER 
OPPORTUNITY KNOCKS IN 
BEAUTIFUL CALIFORNIA 
Major, hard hitting, rapidly expanding 
retail hardgoods operation, offering 
tremendous opportunity for a top 
notch retail advertising man capable 
of managing a large comprehensive 
program. Experience in administration, 
layout, art, production, very impor- 
tant. Excellent salary commensurate 

with ability 

OPPORTUNITY FOR RIGHT MAN TO 

GET IN ON GROUND FLOOR OF AMERI- 

CA’S GREATEST HARDWARE OPERATION. 
BOX 632 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ilinois 


Dewitt R. Jones 


GINGISS BROS., INC. 
30 West Lake Street 
Chicago, Illinois 


BEAUTIFUL SPOT 
FOR BRIGHT YOUNG FELLOW 


“Beautiful spot” refers to both the 
job and the location. You would be 
Product Ad Manager of a growing Di- 
vision of one of America’s largest 
food producers and distributors. You 
would work closely with the senior 
sales officer in a congenial atmos- 
phere. You would receive excellent 
training. You would be paid a fair sal- 
ary, commensurate with your qualifi- 
cations. You would find no bars to 
your climb up the executive ladder. 
You would be living and working in 
the Midwest's most attractive region, 
barely 150 miles from Chicago, where 
a sizeable urban population is nestled 
in magnificent hunting, fishing and 
“relaxing’’ territory. All we ask is that 
you be bright, ambitious, personable, 
between the ages of 25-30 (roughly), 
have a sound education, and reason- 
able creative advertising or sales 
promotion experience (preferably 
food). If this sounds like a beautiful 
spot to you, too, write us today, send- 
ing all details in first letter. Box 641, 
Advertising Age, 200 E. lilinois Street, 
Chicago 11, Illinois. 
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‘Look’ Hikes Cover Price 


Look will raise its cover price 
from 15¢ to 20¢ with its Aug. 6 
issue. Annual subscriptions will be 
advanced from $3.50 to $5 begin- 
ning January, 1958. The increases 


were made necessary by “the rise | 


in operating expenses, paper costs 
and the cost of printing.” 


AUTOMATIC GRAPHOTYPE, FLEXOWRITER 

Both machines bought new in 1953 and 
have been used only for fulfillment in 
Automotive News’ circulation department. 
Condition excellent. 


»: Business Manager, 
News, 266 Penobscot Building, 
Detroit 26, Michigan. Woodward 3-0495 


DIRECT MAIL EXECUTIVE 


National arr health agency with 
affiliates in all 48 states using direct 
mail appeal seeks man with progres- 
sively successful experience in direct 
mail campaigns. Background should 
include activity in fund raising and/ 
or public relations. Favorable salary 
and employment conditions offered 
plus outstanding opportunity for per- 
sonal satisfaction. Desired age range 
from 32 to 42. Send full details of 
background to: 


Box 629 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Walter Lowen 


PLACEMENT AGENCY 


Headquarters ‘eee 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives @ C @ Art @ Office 
Public Relations 
Please write briefly outlining 
specific experience of personne! needs. 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


Fine, Fast, Fairly Priced Photography 


photographers 
DEARBORN 2-1062 
187 N. LaGALLE, CHICAGO munNows 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


pics 


MAGAZINE 


Merchandising 
Saies Promotion 
Market & Research 


Chicago office of major consum- 
er magazine needs two young 
men with experience and/or 
good understanding how these 
facets of consumer magazine 
space selling work; or how to 
create and execute such pro- 
grams to assist space sales. re- 
fer age 27-35; starting salary 
$6,000 to $8,000. Outstanding and 
immediate future growth re- 
sponsibility and earnings. Box 
626 Advertising Age 200 E. Illi- 
nois St., Chicago 11, Illinois. 


DRAKE PERSONNEL 


Confidential - Rapid - Nationwide 


SE aS oar cctak> cledbuas OPEN 
To age 45. Highly rated litho- 
graph corporation needs experi- 
enced representative to sell 4 
color lithographic material—ad- 
vertising and packaging for Chi- 
cago office. Excellent potential. 
Unusual company benefits. 


COPYWRITER $9-12,000 
Highly rated midwest ad agency 
requires consumer and industrial 
experience for variety of ac- 
counts, also some TV copy. 


MARKETING MANAGER $12,000 
To age 40. Eastern manufacturer 
of electrical motors and hard 
goods. Solid background in mar- 

keting. 


B. L. Clem 
220 S. State + Chicago « HA 7-8600 


RCA Likes Its 
Milwaukee Test, 
Will Extend It 


(Continued from Page 2) 
800%” in the sale of color sets, 
according to Mr. Bennett. Sales of 
some 530 color tv sets during the 
carnival were reported by partic- 
ipating RCA dealers. There were 
an estimated 3,300 color sets of all 
makes in this area before the cam- 
paign opened in late April. 

Mr. Bennett said the test showed 
color tv is priced right for large 
volume sales and added that the 
public will buy when color is 
“properly exposed, promoted and 
demonstrated.” 


s The price claim is based on the 
reaction of Milwaukee buyers. 
70% bought sets more expensive 
than the minimum priced $495 re- 
ceiver during the color promotion 
period, RCA reported. 

Home demonstrations resulted 
in sales two out of three times, 
compared with the home appliance 
average of one. out of three, it 
added, 

Experience gained here will be 
helpful in future promotions, ac- 
cording to Robert Seidel, New 
York, RCA’s exec vp of consumer 
products. 

Speaking at a meeting here dur- 
ing which results were revealed, 
Mr. Seidel said: “We are going 
to get color tv off the ground, 
come hell or high water.” 

This does not mean the amount 
to be spent for color promotion is 
unlimited, but it will continue to 
get a “disproportionate” part of 
the company’s advertising budget 
“until color is off and running,” 
he stated. 


s James A. Taylor, president of 
Taylor Electric Co., Milwaukee 
RCA distributor, said the “proper 
}exposure and promotion” of color 
tv in the campaign included a 
stepped-up offering of local and 
network color programming—a 
total of 258 hours during May, 
four double truck advertisements 
in the tabloid-size radio and tele- 
vision sections of each of the two 
major newspapers, smaller-size 
;/newspaper ads, about 1,000 spot 
,ads on radio and tv, outdoor signs 
jand cards and speeches before 21 
service clubs. In addition, there 
was individual dealer advertising. 


|Gustav Marx Advertising Agency | 


|handled the campaign. 

RCA had also planned to use 
|colored skywriting, but the weath- 
ler was unsatisfactory. 

In one of the more spectacular 
| phases of the operation, color tele- 
|vision sets were installed in 38 
| schools, and about 10,000 students 
j at school, as well as set owners at 
home, saw a half-hour show out- 
lining the use of color in science. 
The presentation was by the 
schools, in cooperation with the 
Milwaukee Public Museum, and 
was telecast by WTMJ-TV. 


|@ Direct mail was used to invite 
|householders to have a free three- 
|day home demonstration of color 
itv, supplementing efforts of deal- 
jers to arrange home demonstra- 
| tions. 

Retail salesmen were given cash 
awards for arranging a demonstra- 
tion and three weekly prizes of 
/$100, $50 and $25 were awarded 
for the best sales ideas. 

“Mystery shoppers” also visited 
RCA dealers and, if they 
given a good sales talk on color, 


made a $5 award to the salesman. | 


A “bad” sales pitch earned a 
“wooden nickel.” 


been but declared 
‘“much less than $100,000.” + 


Mr. Bennett would not say what 
the cost of the campaign here had 
it would be 


' 
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COLOR TV PUSH—A cO-op ad offered 
a free home trial as part of RCA’s 
Milwaukee test campaign. 


! 


Crowell-Collier 


Reports ‘56 Loss 


| 
| 


of $4,427,943 


(Continued from Page 2) 


REVIETOR CARNIVAL OF Vilies’ Grocery Ad Manager 


Finds 10 Pluses, 5 
Drawbacks in Radio 


(Continued from Page 2) 
rating contenders against “What's 
My Line?” Noting that the latter 
show had a 33 rating against a 10 
for bowling, he asked, “What is a 
rating when the 10 represents a 
‘dedicated’ audience?” 

Mr. Conroy said Thriftimart has 
tried substantial use of tv and 
still uses some. The chain adver- 
tises in 45 newspapers in the Los 
Angeles area. These are checked 
frequently by use of coupons, keep- 


ing track of sales of featured items, 


and other means. “Newspapers do 
a good job,” he said. 

As a result of checks on adver- 
lising effectiveness, 
puts a substantial part of its budg- 
‘et in radio. Observing that as an 
jadvertising manager he hears the 
|pitches of nearly 100 newspaper 
representatives every week, Mr. 
Conroy said radio representatives 
should be better prepared in their 
presentations. 


Thriftimart | 


radio jingle, “Every day’s a special 
day at Thriftimart.” 

4. Radio can help stores be more 
friendly. Thriftimart records the 
voices of its store managers and 
uses them in commercials. 

5. Similarly Thriftimart per- 
sonnel can tell their own story. 
Buyers, produce men, and other 
department heads are used on ra- 
dio to talk about their specialties. 

6. Radio offers added power 
in obtaining tie-in promotions. 
Thriftimart has cooperated in ads 
with shows, baseball broadcasts 
and dance studios. 

7. Radio is effective in opening 
new areas where the store name is 
not familiar. When a store is 
opened in a new area, radio has 
already made its name known, and 
| people are more receptive to news- 
paper ads. 

8. Radio is timely and flexible. 
Food stores often make last min- 
ute purchases, for example, of 
produce. This must be sold quick- 
|ly. This does not permit use of 
|newspapers. But an announcement 
can be made on radio almost im- 
| mediately. 
| 10. New customers are reached 
|by radio. Mr. Conroy said he did 


| As a time buyer Mr. Conroy/mot use figures because it is not 


\listed these weaknesses of radio: 
1. He feels that perhaps the suc- 


possible to prove anything with 
|figures. The only pertinent ques- 


reported a profit of $61,702 from|cess of radio has resulted in un-|tion is, “Are sales up or down?” 


that date through Dec. 31. C-C 
Clubs, a property purchased last 
summer, had a loss of $792,082. 

In a letter to stockholders, W. D. 
Cole, chairman, said that Crowell- 
Collier has paid $622,750 to other 
magazine publishers for taking 
over unfilled subscriptions to its 
suspended magazines. These in- 
clude Look and McCall’s. Mr. Cole 
estimated that an additional $1,- 
800,000 will be paid for this pur- 
pose. 

Former employes of the maga- 
zines have received $500,000 so far, 
he said, and they will get another 
| $645,000, paid in instalments 


® He also said that $3,470,869 was 
owed, as of last Dec. 31, to creditors 
in the magazine field. As of May 21, 
a total of $2,391,706 was paid, and 
the balance will be paid through 
the first half of 1958. 

P. F. Collier operations for the 
rest of 1957 and through 1958, said 
Mr. Cole, will be enough to pay 
off Crowell-Collier obligations. 

. F. Collier sales amounted to $10,- 
174,000 during the first five months 
of this year—a gain of 13% over 
the same 1956 period. = 


Nestle Boosts Iced Coffee 

Nestle Co., White Plains, N.Y., 
launches a drive in the iced cof- 
‘fee market June 22, with a pre- 
mium offer of three International 
Silver Co. iced coffee spoons for 
50¢ and an innerseal from Nescafe 
Instant Coffee. Five four-color 
half-pages are scheduled for The 
American Weekly, First Three 
Markets Group and This 


sion advertising on “Oh! Susanna” 
(CBS), “Blondie” (NBC) and spot 
radio in selected markets. Point o 
sale material is also available. 
Bryan Houston Inc., New York, is 
the Nestle agency. 


Woodbridge Joins Otto 

| West Woodbridge, formerly ac- 
| count supervisor on Colgate-Palm- 
olive at William Esty Co. and be- 
fore that, advertising and sales 
promotion manager of the Pepso- 
|dent division of Lever Bros., has 
|joined Robert Otto & Co., New 
York, as a vp and account execu- 
tive. 


were | 


Daniel Joins Ted Bates 
Frank Daniel, formerly business 
manager of the radio-television de- 


partment of Lennen & Newell, has WILLIAM B. CASKEY, formerly vp and 
been named assistant media super- general manager, has been named | 
visor of Ted Bates & Co., New| exec vp of WPEN and WPEN-FM, 


| York. 


| fairness to old customers. 

2. Radio does not cater enough 
to women. Newspapers do, particu- 
jlarly on Thursday, and most have 
j|home economists on their staffs. 
“How many radio stations have 
home economists?” 
| 3. Stations do a good job for 
manufacturers, but not so good a 
|job for retailers. 

4. Newspaper rates are easy to 
understand, but this is not true of 
radio rates. Advertising allowances 
often may not be used for radio, 
and radio should do something 
about this. Stations should have a 
national rate. 

5. Radio stations do not adver- 
tise themselves enough to the pub- 
lic. 

6. Radio is perishable, and more 
|attention should be given to keep- 
ing it “fresh” and in tune with the 
times. 


|@ Mr. Conroy then enumerated 
|these advantages of radio: 

1. Car radios offer an extra 
chance to make an extra sale, often 
lat a time when the consumer is on 
|her way to shop. 

2. The combination of car and 
|home radios offers the opportunity 
jto reach people at all times. Not 
all people read newspapers. 
| 3. Radio can be very helpful in 
getting first-of-the-week business. 
He observed that perhaps grocers 
have unwittingly created their own 
|problem of the greatest share of 
{total volume being done on week- 


ends. The heavy concentration of 
Week | £004 advertising on Thursday is 
Magazine, supplemented by televi- | °"* aapect of Gils prosiem. bina 
imart has been successful in in- 
creasing first-of-the-week volume 
f through its consistent use of the 


Philadelphia. 


|The sales curve must be closely 
|followed and media purchased on 
the basis of their effectiveness be- 
cause it is necessary to be aggres- 
sive and flexible to survive. + 


‘Field & Stream’ Erred 

Field & Stream has reported to 
ADVERTISING AGE that it furnished 
incorrect June, 1957, linage figures 


for the tabulation that appeared 
in the June 10 issue of AA. Correct 
figures should have been 78.9 
pages, or 33,832 lines of advertis- 
ing in June, "57, and 465.9 pages, 
or 199,885 lines for the first six 
months of '57. 


Kodak's Knight Retires 

Frank R. Knight Jr., manager 
of the ad department of Eastman 
Kodak Co.’s Cine-Kodak division, 
has retired after 28 years with the 
company. He joined the company 
as a copywriter in 1929 and in 
1954 became editor of “Kodak 
Movie News,” an external house 
organ. He is author of the Kodak 
book “How to Make Good Movies.” 


You're in 
good company 
on WGN-RADIO 
Chicago 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! 1957 promises 
exciting new programming to 
make WGN’s policy of high 
quality at low cost even more 
attractive to you. 
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Despite Protests 
NIAA Proceeds 
With Data File 


(Continued from Page 1) 


ot of less worthy causes.” 


be immediately traced to obvious 
selfish reasons and therefore can 
be discounted at face value.” 


|@ The 
|membership meeting was the elec- 


Sickler 


NIAA DOINGS—At left are participants at one of the early breakfast sessions at the 
National Industrial Advertisers Assn. in New York: Robert Griffiths, assistant to 
the president of NIAA; John R. Stone, Walsh Advertising Co., Toronto; Charles 
A. Bryant, Baroid division, National Lead Co., Houston; Chad Steward, Dowell Inc., 
Tulsa, and Arthur S. Koschny, Ameriac Ceramic Society, Columbus. The center 
photo shows Richard C. Sickler, E. I. du Pont de Nemours & Co., new board chair- 


Reid 


|endless. Many products introduced | 


| profitless. 
| “You can’t blame your customers | 
|for new product failures,” he said. 


\“Nor can the blame be placed on | takes is the willingness to accept) 
second highlight of the|advertising, manufacturing or re-|aq radical idea 


search. Successful new-product 
] 


Miranda Holtz Christian 


}lot better men than I have been|nies can afford to relax, or be com-/|the entire shape of your advertis- 
accused of a lot baser things in a! placent. This new-product race is ing effort in order to qualify ad- 
] 


vertising for a place at the market- 


“But re-tooling a company’s ad- 
vertising effort is not the chore it 
may appear to be,” he said. “All it 


a better way of doing things.” 


that maybe there’s | 


Advertising Age, June 17, 1957 


——— 


Wood Frye Woodley Sickler 


man of NIAA, and R. B. Reid, apparatus sales division, General Electric Co., retiring 
NIAA chairman. Members of a skull session are M. S. Miranda, Dresser Industries, 
Dallas; G. R. Holtz, Farr Co., Los Angeles; Richard C. Christian, Marsteller, Rickard, 
Gebhardt & Reed, Chicago; Jordan D. Wood, Jones & Lamson Machine Co., Spring- 
field, Vt.; George A. Frye, Doyle, Kitchen & McCormick, New York; E. H. Woodley, 
Northern Electric Co., Montreal, and Mr. Sickler, all directors of NIAA. 


| $138,300,000. 
The survey sought to determine 
|whether advertising budgets of 


Such allegations, he said, “can| only a few years ago are becoming |ing conference table,” he explained. | industrial companies allowed any 


Results 
allow more 


leeway, over or under. 
show that only 1% 
ithan 10% leeway. 


® Registration at the convention 
| was reported close to 1,250, an all- 


|tion of Richard C. Sickler, mana-| programs require the uniting of all 
ger, product group advertising, E. I. the resources of a company behind 
The board instructed the executive | du Pont de Nemours & Co., to suc- its new-product effort. The plan- 
committee to “proceed with this|ceed Mr. Reid as NIAA board|ning and coordination job is a top 
project, utilizing the media data | chairman. | management responsibility, which 
form developed over more than 20 Mr. Sickler immediately an-|cannot properly be delegated or} 
years of study to meet the needs of | nounced the appointment of a task | avoided.” 
industrial advertising.” | force of independent industrial ad-| 
_This means that NIAA will com- | vertising and marketing authorities | Institute of America. said that 
pile, publish and distribute bound | to make recommendations on the| any corporations “expect too 
copies of its media-data files at a| future services, organization and much too soon when making the! 
cost of $600 to each participating | financial structure of NIAA. transition from the traditional sales 
publication, as previously report- An increasing number of our | setup to a modern marketing 
ed (AA, May 27, June 10). members,” he said, “are becoming 


. operation.” The average transition, | 
pear inced that NIAA must take | he said, requires from five to seven 
long look at itself, must re- 


# C. Laury Botthof, president of |a ( rat re~ | years. Prematurely rushing into a 
evaluate its position and redefine 


Standard Rate & Data Service, | ¢ ~ |completely integrated marketing 
chief opponent of the file, made its future. structure, he said, can be as dam- 


an unscheduled appearance to pre-| The group he appointed, he said,| aging as procrastination. 

sent his case. He previously had| will make recommendations in the | : y 
written a vigorous criticism of the late fall of 1957 on “the type of or- e Dr. Ralph J. Watkins, director | 
proposal in a letter to John Free-|ganization NIAA should have, | °f research, Dun & Bradstreet, pre- 
man, NIAA president (AA, June| what services it should provide and | dicted that “barring war, our econ- 
10), and most of his comments fol-| how it should be financed.” |omy for many years ahead will be 
lowed that line of attack. He| Members of the task force in-|marked by growth and relative 
claimed “the file will duplicate | clude Eugene B. Mapel, vp, Bar-| economic stability, punctuated by 
SRDS,” and said it will “add noth-|rington Associates; Harrison M.|recurrent setbacks or pauses in 


ers, agencies and publishers alike.” 


e Dr. Henry Bund, vp, Research | 


e Thomas H. Cable, manager of | time high. 
seainins Saas Bese Co.. Highest honor award in NIAA’s 
explained the two basic principles | 1957 Best Seller Award competi- 
of his company’s marketing proc- tion for the outstanding advertising 
ess: (1) That what the customer | Program of the year was presented 
considers value is decisive, and (2) |t0 Towmotor Corp., Cleveland. 
that marketing is a comprehensive, | Highest honor certificate went to 
orderly integrated process. |its agency, Howard Swink Adver- 
“When you set up a process that | tising. The award was an original 
provides to everyone concerned bronze statue created by sculptor 
with the product accurate knowl-| Rene Shapshak. 
edge of customer needs, desires and| Honor awards in a second cate- 
preferences,” Mr. Cable said, “and|gory were presented to Sciaky 
you make sure that this knowledge | Bros. (Russell T. Gray Agency); 
is used by those who develop the|Minnesota Mining & Mfg. Co. 
product—and those who design and | (Batten, Barton, Durstine & Os- 
budget a marketing program for | born); Columbia-Geneva steel di- 
the product—you are using one of | vision, U.S. Steel Corp. (BBDO), 
the most effective tools of present-|and Euclid division, General Mo- 
day management. You are replac-| tors Corp. (Richard T. Brandt 
ing the uncertainty of a possible|Inc.). 
sale with assurance of a probable Merit awards went to General 
sale. And you are assuring growth| Electric Co. (G. M. Basford Co.); 
and profit.” industrial parts division, Reynolds 
e Ralph Van Hoorn, Cresap, Mc- Metals Co. (Clinton E. Frank Inc.) ; 
Cormick & Paget, in discussing how | Servo Corp. of America (Smith, 


ing to planning an ad campaign /|Rainie Jr., vp, Stewart, Dougall & 


|general business activity, and un-| advertisers can get the most out| Winters, Mabuchi); design steels 


that is not available from other | Associates; Wroe Alderson, presi-|derlain every year by readjust-| of their advertising agencies, listed | division, U.S. Steel Corp. (BBDO), 
sources.” The plan, he said, is|dent, Alderson & Sessions; J. Park-|ments or economic difficulties in| the following suggestions: 


basically “improper because of the|er Stough, advertising manager, 
pressure that it inevitably places | Bull 
upon business paper publishers to|Charles St. Thomas, specialist, 
support a periodical that will be! marketing services, General Elec- 
issued by their customers.” |tric Co.; Milo E. Ziegenhagen, ad- 
| vertising manager, Worthington 
s A number of NIAA members| Corp.; Charles Farran, president, 
rose to defend the file, and several |Griswold-Eshleman Co.; Fred Ad- 
expressed resentment at Mr. Bott-|@™s, president, G. M. Basford Co.; 
hof’s comment. One called it “a/Charles L. Rumrill, president, 
gross insult to NIAA and the ad-| Rumrill Co.; and Robert C. Myers, 
vertising profession.” | director, market development, U.S. 
M. S. Miranda, Dresser Indus- | Stee! Corp. 
tries, pointed out that the file was 
actually first proposed by a pub-| ® Discussions of new concepts of 
lisher (Mitchel Tucker of Oil &|™arketing featured virtually all 
Gas Journal) and that it had been | Succeeding sessions at NIAA’s 5th 
thoroughly investigated by that ) annual conference: 


publication's staff. |e C. Wilson Randle, partner of 


|Booz, Allen & Hamilton, manage- 
® Ralston B. Reid, manager, ad-|ment consultant, emphasized that 


vertising and sales promotion, ap-|the key to company growth and| 


paratus sales division, General|survival in the coming years will 
Electric Co., and NIAA chairman, | be effective new product selection, 
in throwing the meeting open for|development and marketing. This 
discussion outlined the history of|conclusion, he said, is derived from 
the media-data file. He pointed|a comprehensive survey of new 
out that before the NIAA board! product practices of 400 manufac- 
first authorized publication of the |turing companies. 
file last February, between 50 and The basic answer to the shrink- 
75 publishers of industrial publica-|ing profit margins now prevalent 
tions were consulted and their sug- | in most industries, Mr. Randle said, 
gestions adopted. is for management to seek an or- 
Commenting on the “flood of|derly succession of new products 
publicity and impassioned protests | to sustain growth. 
from certain publishers,” and cit-| “Almost every company,” he 
ing an accusation that the file was|said, “is sitting on a powder keg 
“a lousy blackjack to get more | of new-product competition. Not 
money,” Mr. Reid declared that “ajeven the most successful compa- 


some business lines and areas.” He 


}such contingencies. } 


e C. J. Guzzo, marketing vp of 
Gulf Oil Corp., stressed the role 
of teamwork in meeting market 
requirements. Short-range plans, 
he said, should be geared to mesh 
| with long-range objectives, and no 
|employe should be left working in 
the dark. In his company, he said, 
everyone is advised of his objec- 
tives in relation to specific markets, 
and how these fit into attaining 
the over-all long-range goal. Mar-| 
keting can be made more effective, 
lhe said, by moving operating de-| 
cisions closer to customers. 

“We anticipate,’ he said, “that} 
decentralization will become even 
greater because of the growth in 
marketing scope and volume. Fail-| 
ure to decentralize can mean the} 
loss of business to faster moving] 
competitors.” 


} 


“Know your agency and what it 


Dog Electric Products Co.;|¥U"sed long-range planning to meet! has to offer, Visit it regularly and | 


get to know its people and facili- 
ties. Take them into your confi- 
dence on marketing objectives. In- 
doctrinate them on company 
products. Give them free access to 
other members of your marketing 
group, but provide a focal point 
for such contacts. Establish real- 
istic working schedules. Ask the 
agency’s assistance in appraising 
the effectiveness of the advertising 
program. Don’t expect services be- 
yond those to which you are en- 
titled,” he said. 


e Dr. Marcello L. Vidale, of Ar- 
thur D. Little Inc., said that adver- 
tising by large industrial compa- 
nies is considerably more effective 
at attracting new customers than 
at retaining present ones. 

“A protracted advertising cam- 


|paign,” he said, “increases sales 


_. |rapidly at first and then at a re- 
e Paul B. Nelson Jr., advertising | duced rate ... Beyond this satura- 
manager, Rome Cable Corp., dis-| tion point, advertising does not at- 
cussing how to put advertising at | tract new customers.” 
|the center of the marketing pro-| 
gram, recommended integrating|® John J. O’Rourke, head of the 
advertising with the over-all mar-|5an Francisco agency bearing his 
keting function. name and chairman of NIAA’s 
“The re-tooling of the advertis-| budget survey committee, told the 
ing effort,” he said, “to facilitate its|convention that a survey of 465 
integration into a larger marketing | Companies shows that over a four- 
effort is a logical first step and|year period budgets showed a 
lshould be undertaken by the ad- | steady climb. In 1954 the figure 
ivertising team |was $93,000,000; in °55, $105,000,- 
| “You've sometimes got to change | 000; in 56 $124,500,000, and in ’57 


jand Fairchild Engine & Airplane 
Corp. (Colman, Prentiss & Varley). 


|@ The NIAA has established a new 
marketing achievement award 
which will be presented for the 
first time in June, 1958, at the 
NIAA’s 36th annual conference, in 
St. Louis. The award will go to an 
individual or an organization in 
the industrial marketing field. 
Nominations for the award must 
be filed with NIAA’s nominating 
committee by March 1, 1958. 

R. C. Myers, director of market 
development, U. S. Steel Corp., 
was elected vice-chairman of the 
board, succeeding Mr. Sickler. 

Other officers elected to the 
board include M. S. Miranda, ad- 
vertising director, Dresser Indus- 
tries, Dallas; R. C. Christian, exec 
vp, Marsteller, Rickard, Gebhardt 
& Reed, Chicago; W. D. Crelley, ad- 
vertising director, Owens-Corning 
Fiberglas Corp., Toledo; A. R. Tei- 
feld, advertising director, Copper- 
weld Steel Co., Pittsburgh; Jor- 
dan D. Wood, advertising manager, 
Jones & Lamson Machine Co., 
Springfield, Vt.—all as vps. 

George A. Frye, vp, Doyle, 
Kitchen & McCormick, New York, 
was re-elected secretary-treasurer; 
Harvey Conover, president, Cono- 
ver-Mast Publications, New York, 
elected associate director, and A. 
| Boyce Craig Jr., advertising man- 
ager, Ingalls Industries, Birming- 
ham, elected director-at-large. # 
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Uptegrove Heads Humphrey Agency; 
Holcomb, Telephone Account Depart 


(Continued from Page 1) 
dating all advertising for the par- 
ent company and the affiliated 
companies under one roof. Mr. 
Power said the company is consid- 
ering “putting the whole system 
under one agency.” 

Automatic Electric is using 
Proebsting, Taylor Inc., Chicago, 
as its agency, and General Tele- 
phone of California retains Max W. 


Becker Advertising Service, Long | 


Beach. 


# Mr. Power said an agency would 
be selected within the next two 
weeks. “We're reviewing the field 
but have reached no definite con- 
clusions as to the selection of an 
agency,” he said. 

General Telephone has used the 
Humphrey agency for the past 
four years. Prior to that time, 
General Telephone did not have an 
agency. The agency developed 
General Telephone’s well-known 


Giant Lineman campaign, which | 


the company now uses as its cor- 
porate image. 

This is the second instance in 
which Humphrey, Alley & Richards 
has created what advertisers state 
was “an excellent campaign” but 
added with lament that they had 
“outgrown” the agency. In June, 
1955, Jaguar Cars of North Amer- 
ica on leaving the agency for Cun- 
ningham & Walsh said H. B. 
Humphrey, Alley & Richards has 
done “an excellent job, leaving 
nothing to be desired . . . emphasis 
must be on point of sale support” 
(AA, June 20, 1955). 

Speculation is that the consoli- 
dated ad budget for General Tele- 
phone and its subsidiaries should 
run just short of $1,500,000 this 
year. Growth of the company has 
been rapid in recent years, Auto- 
matic Electric was bought in 


, October, 1955, and stock market 
analysts have pointed to General | 
oe as a company with an 


| impressive “growth potential.” 
| 


|# Mr. Holcomb, whose resignation 
las president of the Humphrey 
agency was announced this week, 
had been in charge of the General 
| Telephone account since it came to 
the agency. Mr. Humphrey said Mr. 
Holcomb’s resignation came about | 
because of “a difference of opinion 
with the eight members of the 
board over general management.” 

General Telephone was among 
the largest accounts in the agency’s 
roster, which include Bates Mfg. 
Co.; John H. Breck Inc.; the chem- 
ical products division of Ethyl 
Corp.; International Paper Co.; 
Lea & Perrins; Tennessee Gas 
Transmission Co.; Tiffany & Co. 

The agency was founded in a| 
merger of H. B. Humphrey Co., 
and Alley & Richards in January, 
1951. Mr. Holcomb, who was with 
Alley & Richards for 14 years 
prior to the merger, was elected 
president in March, 1956, succeed- 
ing Mr. Humphrey, who was elect- 
ed board chairman. ADVERTISING 
AGE reported the agency as billing 
$6,000,000 in 1956. 


es Mr. Uptegrove, who takes over | 
as manager of the New York office 
of the agency, continues as creative 
director. A former newspaper re- 
porter with the Newark Evening 
News and the New York Post, 
Mr. Uptegrove has been with Alley 
& Richards and the present agency 
for 25 years. Twice elected presi- 
dent of the Art Directors Club of 
New York, he was named exec vp 
of the agency in 1955. Mr. Hum- 
phrey said no decision would be 
made as to Mr. Holcomb’s succes- 
sor as president before July 1.# 


Let Public Decide 
Pay TV Via Field 


Tests, Says Craven 


(Continued from Page 1) 
learned from the success of com- 
munity antenna systems. 

“I wonder how anyone can state 
with certainty what the public 
wants with respect to subscription 
television until the public has had 
a chance to pass its own judg- 
ment,” he declared. 

He noted that more than 200 ap- 
plications have been filed with 
private promoters for closed cir- 
cuit subscription tv franchises. 
“Some broadcasters state that if 
subscription television is confined 
to closed circuit they will be happy. 
I wonder whether they will be 
really as protected from economic 
effects of competition by this 


method as they may hope.” 


' ® He said FCC commissioners are 


required to study new uses of fre- 
quencies to encourage the larger 
and more effective use of broad- 
casting in the public interest. “I am 
convinced,” he said, “that I am 
faithfully discharging my responsi- 
bility in this connection when I 
seek a field demonstration of sub- 
scription television.” 

He criticized broadcasters for 
running to the government for 
assistance when they are in dif- 
ficulties, citing complaints received 
by the network study group as an 
example. 


es “After acting with what was 
supposed to be prudent business 
judgment, certain entrepreneurs 
discovered that their judgment just 
didn’t pan out as they originally 
expected. Consequently they ran 
to the government to bail them out. 
A few others enjoying more for- 


tunate economic situations took 
advantage of every legal proced-| 
ural device in the Communica-| 
tions Act to stop competition. Still | 
others seek to encourage the com-| 
mission to engage in economic 
planning through the assignment of 
channels to various markets.” 


® Meanwhile, NARTB president 
Harold Fellows called on Congress 
to intervene in the toll tv case be- | 
fore FCC authorizes a public test. 

He lauded Sen. Strom Thurmond 
(D., S. C.) for introducing an anti- | 
pay tv bill this week, and declared, | 
“The people of the United States, | 
through their elected representa- | 
tives, should make the definitive 
decisions on whether they are go- 
ing to have to pay for the right t 
view programs on their home t 
sets.” The Thurmond bill is iden- 
tical with legislation previously 
introduced by Rep. Emanuel Cel- 
ler (D., N. Y.). 


0 | 
v 


® Citing opposition to toll tv from 
organizations like the AFL-CIO 
and the General Federation of 
Women’s Clubs, he said millions of 
Americans are concerned that the 
American system of free broad-| 
casting is in jeopardy. 

“This decision belongs to all of 
the people of our country, and any 
| decision that would radically mod- 
ify it should be made by the body 
that originally established the sys- 
tem—this means the Congress of 
the United States,” he said. 

He said public tests of toll tv 
will confuse the issue and inhibit 
the healthy development of free tv 
without demonstrating how pay tv 
would operate if authorized on a 
national scale. He said: tests of 
wired toll tv should provide all the 
necessary information without de- 
priving tv viewers of the right to 
use their own sets. # 


Last Minute News Flashes 


Drake Leaves MacFarland, Aveyard for His Ranch 

Cuicaco, June 14—-George F. Drake, vp and creative director of Mac- 
Farland, Aveyard & Co., is leaving that agency July 15 “to rope some 
calves and hook some trout” on his ranch in Colorado. Mr. Drake, who 
was a onetime partner of Swaney, Drake & Bement, which handled the 
Kaiser-Frazer account, says he doesn’t expect to leave the advertising 
business for good. He expects to return to the business soon, perhaps 
next fall. 


Grey, Gaynor Colman Finalists for French Account 
New York, June 14—The competition for the French National Tour- 
ist Office account went into the home stretch today, with the two lead- 


ing contenders reported to be Grey Advertising and Gaynor Colman | 
Prentis & Varley. A decision is expected next Wednesday. (See earlier | 


story on Page 2.) 
Scales Heads Florida Citrus Group; Budget Okayed 


LAKELAND, Fia., June 14—The Florida Citrus Commission today 
elected Key Scales, a Weirsdale grower and packer, the group’s new 
chairman, succeeding Herschell Sorrells. It then approved (1) a $4,- 


000,000 ad budget for the coming year and (2) Benton & Bowles’ new | 


campaign, embodying increased spending in tv and print media and 
decreased spending in radio. 


Walker Succeeds McCormack at Capper 


Topeka, June 14—Phil D. Walker, manager of Household, today 
was named general manager of the magazine division of Capper Pub- 
lications Inc. He succeeds Ned McCormack, who has resigned and will 
announce his plans later. Wallace Inman, formerly editor of Capper’s 
Farmer, has been promoted to assistant manager of the same publi- 
cation. Succeeding him is David Klinger, formerly managing editor. 
William Conaway has been named assistant manager of Household. 


Celanese Corp. Names Ellington for Export Unit 


New York, June 14—Celanese Corp. of America has named Ellington 
& Co. to handle its export division (Amcel Co., which covers all coun- 
tries but Canada, Central and South America, and Pan-Amcel Co., 
which covers those exceptions). The division is a new advertiser. 


McClellan to Leave Kraft for ‘Progressive Grocer’ 


Cuicaco, June 14—James E. McClellan, sales promotion manager of 


| Kraft Foods Co., will join Progressive Grocer July 1 as general sales 


promotion manager—a new position. His successor at Kraft will be 
named next week. 


Stahl-Myer Moves from Hoyt to Hicks & Greist 
New York, June 14—Stahl-Myer Inc., meat packer, has moved its 


account from Charles W. Hoyt Co. to Hicks & Greist, effective imme- 
diately, and will launch its first national advertising campaign for 


canned meat products within a few weeks in newspapers and on radio | 


and tv. Regional advertising of the company’s hams, bacon, sausage 
and bologna products in metropolitan New York will be stepped up. 


Griswold, Eshleman Gets Cleveland Pneumatic 


CLEVELAND, June 14—Cleveland Pneumatic Tool Co., manufacturer 
of aircraft and missile products, has moved its advertising from Mel- 
drum & Fewsmith to Griswold, Eshleman Co. 


Ceribelli Names Durstine for Brioschi 


Fair Lawn, N. J., June 14—Ceribelli & Co. has named Roy S. Dur- 
stine Inc., New York, to handle advertising for its Brioschi anti-acid. 
The account was last with MacManus, John & Adams. 


GE Unit Names Brooke, Smith; Other Late News 


e General Electric Co.’s semiconductor products department, Syracuse, 
has appointed Brooke, Smith, French & Dorrance, New York, as ad- 
vertising and marketing counsel. This department makes transistors 
and germanium and silicon rectifiers. Maxon Inc. formerly had the 
account. 


e Stephen B. Labunski has resigned as vp and general manager of 
WDGY, Minneapolis, to become vp in charge of programs for ABC 


Radio, New York, effective July 1. The earlier appointment of William 


S. Morgan to this post was rescinded by the network (see story on 
Page 2). Mr. Labunski’s successor at WDGY will be named within ten 
days. 


e Wayne L. Sams has resigned as national advertising manager of the 


Omaha World-Herald to join Floyd F. Mellen Advertising, Omaha, 
effective June 24. 


e Industrial Publications has named Wentzel, Wainwright, Poister & 
Poore, Chicago, agency for Practical Builder and Building Supply 
News. 


e Popular Mechanics has appointed Richard W. Cavell manager of its 


| Detroit sales office, succeeding M. H. Hall, who has resigned. Mr. Ca- 


vell had been with Sawyer-Ferguson-Walker, Detroit, for the past 11 
years. 


e Members of Eatmor Cranberries Inc., Chicago, cranberry marketing 
organization, have voted to dissolve. Eatmor, which invested about 
$100,000 in advertising last year, has two agencies: Bozell & Jacobs, 
Chicago, which handled fresh fruit ads, and S. E. Zubrow Co., Phila- 


| delphia, which handled promotion of canned cranberries. 


e The National Right to Work Committee, Washington, D. C., used 
two-column ads to hit “compulsory” union membership and “aimed 
particularly at union members,” in 46 dailies June 16. The ads solicited 
$1 memberships. Kal, Ehrlich & Merrick, Washington, is the agency. 


e Sports Illustrated, New York, had revenues of more than $3,000,000 


| in the first half of 1957, a gain of nearly $1,000,000 over last year’s first 
| half. Regional advertising totaled 290 pages, a gain of 194 pages. 


e Kraft Foods Co., Chicago, is marketing a new product, Whipped Des- 
sert Topping, in 16 midwestern states. The product, which comes in an 
aerosol can, is being promoted in newspapers through Foote, Cone & 
Belding, Chicago. 


N. Y. Dailies, TV 
Station Refused 
Ad, Masters Says 


| 

(Continued from Page 1) 

ad on the requested date because 
of mechanical problems. 


1 


® Masters then announced that it 
has ordered a “large-scale” spot 
campaign to run on WRCA-TV 
“to tell the story of the sensation- 
jal product offerings.” The cam- 
| paign was to start June 13, but at 
|press time today, NBC lawyers 
were understood to be still un- 
|decided about acceptance. The 
|television copy was headlined, 
“Here are the prices on General 
|Electric merchandise that no New 
| York newspaper dared to carry.” 
In the meantime, Masters has 
scheduled a saturation campaign 
over Radio Station WOR for the 
next several days which is already 
running. The spots are straight 
product selling copy. The company 
also indicated that it will launch 
a mail order campaign from 
Washington next week to a list of 
750,000 prospects in this area. 


® This is the latest in a series of 
events which began several weeks 
ago when the U. S. circuit court of 
appeals dismissed a GE injunction 
against Masters, thereby making 
it legal for the company’s Wash- 
ington outlet to advertise by mail 
order in New York products 
which come under New York’s 
fair trade law but not Washing- 
ton’s, where fair trade does not 
exist (AA, June 3). 

The ad was headlined, “Huge 
Savings on General Electric Fair 
Traded Appliances.” According to 
a Masters spokesman, “All of 
these newspapers (Herald Trib- 
une, News, Post) knew well in 
advance that they were getting 
these ads, but they waited until 
the very last minute before-re- 
fusing to run them. The action 
speaks for itself, and we have re- 
ferred the whole matter to our 
legal advisors.” 


= Steve Masters, head of the Mas- 
ters chain, made public a letter 
which he says was sent to the 
|publishers of the three papers on 
June 12, in which he says the 
explanation offered for not car- 
rying the ad “is obviously not the 
true reason, or it would have 
been made when the ad was first 
submitted.” 

A. H. Gaines, assistant adver- 
tising manager of the Daily News, 
maintained to ADVERTISING AGE 
that the Masters ad was not killed. 
Rather, “it was postponed until 
we make up our minds what we 
are going to do about it.” 

A Post spokesman said there 
was “no statement at this time” 
and executives at the Herald Trib- 
une were unavailable. 


s Among those papers approached 
after the initial three cancela- 
tions, Vernon Brooks, associate 
business manager of the World 
Telegram & Sun, commented, “Nor- 
mally we accept no retail advertis- 
ing from any out-of-town con- 
cern.” 

Perry Rosenberg, director of re- 
tail advertising of the Journal- 
American, said, “We have estab- 
lished a policy of not accepting 
retail advertising beyond the met- 
ropolitan area in our retail col- 
umns.” 

Spokesmen for the Mirror and 
Times declined to comment. 

Leon Mesnik of Masters told AA 
that “to the best of my knowl- 
edge,” every newspaper was of- 
fered the ad at the national rate 
after its rejection at retail. He 
couldn’t say for sure because 
“things were hectic.” # 
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McCann Moves in Portland 


at 706 Public Service Bldg. 


McCann-Erickson, Portland, 
Ore., has moved into new offices 


You're in 
good company 
on WGN-RADIO 
Chicago 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! 1957 promises 
exciting new programming to 
make WGN’s policy of high 
quality at low cost even more 
attractive to you. 


| Business Paper Success Story... 


| 
Giddings & Lewis 16-Page Inserts 
Portray Machinery Users’ Success _ 


Fonp pu Lac, Wss., June 11—The! can Machinist’s June 17 issue, and | 
|Giddings & Lewis Machine Tool | Machinery will carry that insert in | 
Co. is using customer success sto-| July. Western Machinery and Steel 
|ries to spark one of the most ex-| World, plus supporting annuals, | 
tensive advertising and promotion | also are to be used during the cam- | 


GIDDINGS & LEWIS 
8-FT. VERTICAL 


lereing and Bering will 


7 


S 


a 


campaigns in machine tool history, 
| according to the company’s adver- 
tising manager, Ross Beirne. 

| Making use of 16-page inserts—a 
|new one each quarter—Giddings & 
Lewis is telling the story of how 
equipment produced by its four 
divisions is providing dollar sav- 
ings and greater efficiency for 
manufacturers throughout the 
world. 

The theme, “How it’s done... 
with Giddings & Lewis machines,” 
will be carried out in the special 
inserts. G&L, which has divisions 
here and at Kaukauna, Wis., and 
in Cincinnati, features the produc- 
tion of all divisions in each insert. 

The initial insertion was pub- 
lished in the American Machinist 
in February and in Machinery in 


cessful operations at the Koehring 
|Co., Allis-Chalmers Mfg. Co., Har- 
nischfeger Corp., Atols Tool & 
Mold Corp., Baldwin-Lima-Hamil- 
ton Corp. and Chisholm, Boyd & 
White. 


|@ A second ad appears in Ameri- 


Punching 
Tabulating 
Coding 


> Contrals 


MARKET RESEARCH DATA 
PROCESSING NEED 


Consistency Checking 


Percentaging 


Pre-coding of Questionnaires 
No charge for consultation and estimates —ever! 


March. It carried reports of suc- | 


| paign. 
| Readex on first insert carried in 
| American Machinist showed the 
|G&L ad topped reader interest in | 
the machine classifications cov- 
ered. It ranged between 23% and | 
31% on product pages, and the 
cumulative audience in one classi- | 
fication was 33% and 30% in an- | 
| other. 
| Third insert in the four-insert | 
|series to be carried in American 
| Machinist and in Machinery is now 
| in process of preparation. 

Ross Beirne, G&L advertising 
/manager, said the success of the 
|program is being reflected in the 
dealer enthusiasm and the tremen- 
dous number of reprint orders. 


gional in each issue of the 16-page 
insert,” John Dolan, vp and gener- 
al manager of the field sales divi- 
sion, declared. 

“With each insert illustrating the 
actual machining operations and 
|citing profit-making ideas, we hope 
‘to trigger many new cost-cutting 
® The machine tool company and | production methods for other com- 
|its advertising agency, Klau-Van panies.” 
| Pietersom-Dunlap, Milwaukee, has| By making the subject matter of 
also developed product information | each of the inserts regional, Gid- 
ads on the complete line. | dings & Lewis expects to have cov- 

“We have attempted to keep the ered the nation by the time the 
content of our case histories re- program is completed. With that 


Dolan 


Schap Beirne 
| COPY SESSION—Discussing the Giddings & Lewis campaign aimed 
| at the metalworking market are Emil Schap, formerly Klau-Van 
| Pietersom-Dunlap account executive, now working on the cam- 

paign on a free-lance basis; and Ross Beirne, advertising manager, 
| and John Dolan, vp and field sales general manager, both of G&L. 
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“Your key to better figures since 1911" 


RECORDING & STATISTICAL 
CORPORATION 


100 Sixth Avenue * New York 13, N. Y. 
Boston: 55 Wm. T. Morrissey Blvd * Chicago: 223 W. Jackson Bivd 
also Montreal and Toronto 
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= COLLINS, pe Diy 
MILLER 
& HLUTCHINGS, INC. 
333 WEST LAKE STREET AT WACKER DRIVE + CHICAGO 6 


ILLINOIS 


TURNER & BORER—This spread from the initial Giddings & Lewis 16- 
page business paper insert shows how the company makes its 
inserts useful to its distributors. 


plan the firm hopes to localize the 
promotion, giving each area—one 
at a time—maximum attention and 
support. 

Each of the company’s distrib- 
utors will be given the opportunity 
to merchandise the entire 16-page 
insert or any part of it as he sees 
fit. 


a “This special printing for the 
dealer’s individualized needs will, 
we hope, provide even greater im- 
petus for distributor activity on 
behalf of Giddings & Lewis’ divi- 
sions,” Mr. Dolan said. + 


ANPA Sets Up New 
‘Service to Test 
| R.O.P. Color Inks 


(Continued from Page 3) 
|American Assn. of Advertising 
| Agencies. All angles of the prob- 
|lem were discussed with ink man- 
| ufacturers. 

| 

® Preliminary testing has already 
| Shown ink errors from 5% to 50%. 
|The actual tests will develop to 
what degree the ANPA-Four A's 
|r.o.p. color inks are off in color, 
strength and viscosity. 

At the ANPA's mechanical con- 
ference being held here this week, 
a color-slide tape-recorded pre- 
sentation, to be used to show de- 
partment store personnel about 
composing room operation and 
what happens to their advertise- 
ments, was unveiled for the first 
time. 

The presentation shows the cor- 

rect and incorrect methods of copy 
|layouts, specifications, etc., and 
| demonstrates to ad personnel out- 
side of the newspaper plant what 
errors can mean to the newspaper 
mechanical department and to the 
copy. # 


Sutherland Wins ‘WSJ’ Contest 

William Sutherland, vp of Smith, 
Taylor & Jenkins, has won the 
first prize of $250 offered to mem- 
bers of the National Industrial 
Advertisers Assn. for guessing the 
Wall Street Journal’s March ABC. 
The figure was 488,156; Mr. Su- 
therland’s guess was 487,902. Sec- 
ond prize of $150 went to Melvin 
F. Hall, president of the agency 
bearing his name in Buffalo. John 
D. Hickman, advertising manager 
of Permanente Cement Co., Oak- 
land, Cal., took the $100 third prize. 


92 Agencies Form Interchange 

92 agencies have joined to form 
| Advertising Agency Service Inter- 
change, coordinated this year by 
Carl Tester, president of Phillip 
J. Meany Co., Los Angeles. The 
agencies, all members of the Amer- 
ican Assn. of Advertising Agencies, 
will cooperate by offering their 
services to agencies in other mar- 
kets, similar to a “branch office” 
operation. Participating agencies 
| represent 43 cities in 25 states, 
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“Reading 
Advertising Age 
is like holding a 
‘brain-storming 
session’.” 


Advertising Manager 


Philco International Corp. 


OVID RISO 


Mr. Riso started his career as a McGraw-Hill 
editor on the staff of “Electrical Merchandising,” 
oF and after five years, moved into the international 
field with RCA. Then he joined Young & Rubi- 
cam, following which he got a taste of industrial 
marketing as advertising director of Great Ameri- 
can Industries, Inc. 


He has been with Philco International Corpora- 

tion as advertising and sales promotion manager 

since 1944, just after it was formed, and is respon- 
pa _ sible for advertising, sales promotion and public 
= _ relations for all Philco products in more than 100 

countries around the world. He has travelled 

extensively in Europe and Latin America, or- 
; ganizing sales and promotional campaigns and 
é 


dealer meetings. 


“In selling anything on a world-wide scale,” says 

_ Mr. Riso, “you have all the merchandising ob- 
jectives and problems of your domestic associates, 
intensified by foreign as well as U.S. competitors, 
and multiplied by distance, time, languages, 
customs and government regulations.” 


He is currently vice-president of the Philadelphia 
Chapter of the Public Relations Society of 
America and was a member of the original 
board of directors of the International Advertis- 
ing Association. 


‘Ad Age's news, feature columns and advertising pages 


consistently offer a variety of interesting 


articles, reports and merchandising ideas which 


Uap 


impotlowl to 
oiteuit people 


often prove stimulating and of benefit 


to me and to my company.” 


= 


200 EAST ILLINOIS STREET 
480 LEXINGTON AVENUE 


+ CHICAGO 11, ILLINOIS 
NEW YORK 17, NEW YORK 
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